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Rough Proofs 


Tim Cohane says that if Williams | 
ani Colgate should decide to meet 
id a Shaving Bowl postseason game, 
if’s eight to five one of them will 
et a good lathering. 


. i 


Gladys the beautiful receptionist | 
says she’s glad Lucky Strike is) 


; a 
changing its colors, because that) 


— 


OFFERS BOOKLETS Food Advertisers 
a tented 


»* 


red-and-green package never did 80 | = 


very well with her ensembles. 


” @ F 


, | 
The Thanksgiving turkey is one| 


of those who have reason to be| 
thankful this year, because pushing 
the date back to the traditional last 
Thursday in November gave him) 
one more week on the hoof. 


, F F¥ 


Mayor LaGuardia’s suggestion to 
New York housewives to “stew 
over” old coffee grounds undoubt- 
edly alienated the sympathy and 
support of all true lovers of the 
tropical bean. 


~~ So 


Media Records should rank as a 
unique work among all statistical 
compilations, since every paper can 
take the same figures and show it’s 
on top. 

= © 


Responding to the request of a 
conscientious objector, “hell” will) 
be deleted hereafter from Rough | 
Proofs. But it would be a pretty | 
fine world if the only place you 
could find hell was in a column. 


7, VF F 


The ice industry failed to revive 
plans for its national advertising | 
campaign at its recent national con- | 
vention, so Sonja Henie will have 
to continue to carry the load. 


vgeoY 


The best story of the week was 
told by the middle-aged gent who 
explained the fact that he was 
carrying his wrist in a sling by say- 
ing, “I was skating with en 
Henie and she fell down.” 


- = v 

“Pepperell Pushes Pictures,” a| 
news story says, and now it is in| 
order to expect up-to-date news of 
how Peter Piper is going to push | 
the pickles he is supposed to pick. | 


| dicted 


~~ | 


Only 2712% of all the families, 
the statisticians say, are regular 
consumers of the products of John 
Barleycorn. No wonder the indus- 
try has a public relations counselor. 


vey, } 
With a ceiling on earned incomes, 
the successful business executive 
for the first time is envying the} 
blosted plutocrat who sits back and 
Clips coupons from tax-free securi- 
he 


| by Mr. 


vse YF 


New York subscriber writes in 
Startled tones about the way manu- 
fac'urers are featuring drop seats in 
their underwear ads, but maybe this 
is merely the wartime result of so 
Many gals now wearing pants in- 
Stead of panties. 


. e 


Disinterested observers report 
tha’ only about half of the writers 
and speakers have learned how to 
use “disinterested.” 


Copy Cus. | 


ltrols in 1943,” Mr. 


== | tion of 
paign to keep consumers advised of 
' 


== BETHLEHEM STEEL 


An extra 100,000 copies of the 
hem Review," normally circulated to em- 
ployes only, is offered to the public in 
this full-page advertisement. It ap- 
peared last week in 70 dailies where 
Bethlehem Steel Co. operates steel! plants 
and shipyards. Jones & Brakeley is the 
agency. 


Predicts More 
Grade Labeling, 
Victory Models 


Fewer, Standardized 
Goods in Prospect, 
Henderson Says 


"Bethle- 


Boston, Nov. 19.—Pausing to pay 
his oft-repeated tribute to advertis- 
ing’s contribution to war produc- 
|tion, Price Administrator Leon Hen- 
derson today pictured the trend of 
civilian supply and price control in 
1943 in terms of increased grade 


labeling, simplification, standardiza- | 


tion, and more Victory or utility 


| models—all terms that have been 
favorite catch-words of the profes- | 


sional consumer movement. 


| ful practitioners of the 


cation to do that job. 


:.. Urged fo Launch 


~ Big Joint Campaign = 


Willis Stresses 
Need for Action at 
GMA Meeting 


New York, Nov. 19.—Inaugura- 


a broad promotional cam- 


wartime food problems and to build 
up a closer relationship 
food processors, farmers and gov- 
ernment officials, was urged here 
this week at the 34th annual con- 
vention of the Grocery Manufactur- 
ers Association, by Paul S. Willis, 
president, who asserted the time has 
come for “action.” 

Such a campaign, involving the 
use of newspapers, magazines and 
radio, should supplement the many 
individual drives currently tying in 
with the nutritional program, he 
said. 


among 


Urges Good Will Job 


“You are the world’s most skill- 
science of 
building consumer good will,” Mr. 
Willis declared. “You have built a 
wide acceptance for your branded 
products. You have helped to build 
a standard of living for all income 
groups which is the envy of the en- 
tire world. You have employed 
every known medium of adult edu- 
It is now my 
recommendation that we do a simi- 


| lar job of building good will for the 


Mr. Henderson addressed a joint | 


meeting of the New England Coun- | 
| cil and the Boston Advertising Club | 
at the Hotel Statler, 


of civilian supply. 


in his dual role | necessary in their distribution oper- 
| of price administrator and director | ations, 


food industry as a whole.” 
Mr. Willis’ proposal was one of 


the highlights of a three-day pro- 
gram replete with discussions of 
wartime dislocations and new re- 


sponsibilities heaped on the food in- 
dustry. An impending shortage of 
skilled manpower was termed one 
of the critical problems facing food 
and grocery manufacturers. 


Little to Consumers 

At a closed executive session rep- 
|resentatives of leading companies 
revealed shifts that have become 


which included the use of 
|} women to replace salesmen, and, in 


In answer to accumulated queries | the case of one large packer, the as- 


on what the big news of 1943 would 
|be from the standpoint of civilian 
| wartime living, Mr. Henderson pre- 
an extension of rationing, 
especially new rationing techniques 


| such as the point system, which will 


be applied to meat rationing. (The 
institution of point rationing in 
Great Britain has led advertisers to 
feature “point values” rather than 
price values for food products.) 
Pattern Already Set 
“Increased simplification and 
standardization will go hand in 
hand with price and rationing con- 
Henderson said. 


“That policy was laid down clearly | 


(Continued on Page 47) 
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Byrnes last week. There can | 


(Continued on Page 48) 


IN MAGAZINES 


Se 


~- 


, RECORDS D TI ALBUM, SES 


Decca Records, Inc., 
gest Christmas promotion in history, will 


scheduling its big- 


use a full-color page in next month's 
issues of several national magazines. 


Disc Producers 
Unleash Vigorous 
Holiday Campaign 


‘Big 3' of Field 
Put $600,000 into 
Unprecedented Drive 


(Picture on Page 51) 


New York, Nov. 18. Despite 
severe restrictions laid down by the 
War Production Board limiting 
manufacturers of phonograph rec- 
ords to 30% of last year’s consump- 
tion of shellac, 
producers, RCA Mfg. Company, 
Columbia Recording Corporation, 
and Decca Records, Inc., 
apportioned a combined total of 
about $600,000—split about equally 
between the three—for their most 
vigorous Christmas advertising 


| campaigns in recent years. 


Lamination Process Helps 
Originally staggered by the cur- 
tailment order, record makers have 
to some extent recovered through 


widespread salvaging and reclaim- 
The lamination | 


ing of old records. 
process to conserve shellac, em- 
ployed by the industry in general for | 
several years, has also helped some, 
(Continued on Page 45) 


Last Minute News Flashes 
C. H. Wolfe Leaves Pabst for Biow Post 


Chicago, Nov. 20, —C. 


Company, 


H. Wolfe, 


joining Pabst in 1940, Mr. Wolfe 
part of the time as sales promotion 


| years with Ralston Purina Company 


will join the Biow Company, 
| is reported that he will work on the 
was with Swift & Co. 


advertising manager 
New York agency, on Dec. 1. It 
Procter & Gamble account. Before 
for eight years, 
and previously spent five 
Louis. No successor has been 


manager, 
in St. 


named. The Pabst account was recently shifted to Warwick & Legler. 


Washington, D. C., Nov. 


mittee’s investigation of James C. 
American Federation of Musicians. 


of the interstate commerce committee, 
of New 
to the subcommittee to proceed with the in- 


tors White of Maine, Tobey 
and Tunnell of Delaware, 


Sets Dec. 7 for Petrillo Investigation 


his Interstate Commerce subcom- 


Petrillo and the recording ban of the 


Sen. Burton K. Wheeler, chairman 
named Senator Clark and Sena- 


Hampshire, McFarland of Arizona 


vestigation authorized unanimously by the Senate. 


Wheeler Proceeds With NBC, CBS Inquiry 


Washington, D. C., Nov. 20. 
Senate interstate commerce 
to proceed with Sen. George W. 
and CBS, now that Federal 
James Fly has formally reported to 
power to act. Sen. Edwin C 


-Sen. 


committee, 
Norris’ 
Communications Commission 


Burton K. Wheeler, chairman of the 
revealed today that he is ready 
proposed investigation of NBC 
Chairman 
the committee that the FCC has no 


Johnson of Colorado will be chairman of 


Technical Book 


Sales Mount as 


War Demand Zooms 
Over 1,000 Stores 


Join in Mass 
Merchandising Effort 


(Picture on Page 51) 

New York, Nov. 19.—*Technical 
Books Will Help Win the War!” 

With this appealing slogan, the 
technical book, long a_ neglected 
child of the book trade, has zoomed 
to giant proportions as a result of 
the war demand for information on 
new jobs in military and industrial 
work. Along with a_ tremendous 
increase in volume has come a com- 
plete turn-about in merchandising 
and advertising methods, with the 
result that leading technical books 
have been listed as best sellers in 
competition with popular titles. 

A review of developments which 


| have had the book publishing world 


the three major disc | 


have | 


| livest 


| more 


agog lays emphasis on the following 
outstanding changes: 
l. Millions of 


new buyers have 
been found among war workers, 
men in the service and those who 


are preparing to qualify themselves 
for these activities, 

2. The book trade, formerly used 
to an extremely limited extent in 
the distribution of technical books, 
has become the principal outlet for 
the big editions now being manu- 
factured by leading technical book 
publishers. 

3. Advertising methods . have 
been adapted from those suited to a 
highly selective market, reached by 
direct mail and industrial publica- 
tions, to a mass marketing job in 
which local newspaper advertising, 
largely of a cooperative character, 
has been the backbone of the pro- 
motion. 

4. Demand has speeded turnover 
at such a pace as to make the tech- 
nical book department one of the 
and most profitable in the 
store, with the result that 
than a thousand stores are 
now actively promoting what is to 
them a new line. 

5. Plans are already being made 
by publishers and dealers to main- 
tain a mass market for technical 
books in the postwar transition 


book 


| period in which many new workers 


‘ing with the 
of Pabst Sales | 


| 


will have to be trained for 
time jobs. 


For Specific Jobs 

Technical books are distinguished 
from ordinary business books deal- 
general phases of 
management, marketing, finance, 
etc., by the fact that they are highly 
specialized to specific jobs. Thus 
the books most in demand are those 


peace- 


| which help to train the worker for 


| sellers. 


| , rk, 
20.—Sen. Worth Clark of Idaho today set Dec. | /°" 


7 as the tentative opening date for 


aeronautics, machine shop 
tions and communications, 
emphasis on such specific 
quirements as drafting, 
engine 


opera- 

with 
job re- 
sheet metal 
maintenance, radio 


| transmission and reception, etc. 


In addition, because mathematics 
is the basis of much of the tech- 
nical work now being done both in 
military and naval operations and 
in industry, books on this subject 
have advanced to the role of best 
The most popular title in 


| this field is reported by the trade to 


the investigating committee. The case grew out of the networks’ refusal | 
to accept a radio series of the Cooperative League of the U. S. A. 


be “Mathematics Refresher,” pub- 
lished by Henry Holt, which has 
sold so fast that many dealers have 
had difficulty in maintaining a stock. 
“Mathematics for the Millions” has 
also sold so well that it has been 
backed by large-scale advertising. 
Before the advent of the defense 
era, which started demand sky- 
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rocketing a year before the United 
States entered the world war, there 
was a definite but limited demand 
for technical books. Most of them 
had editions of only a few thousand, 
and sales were made to selected lists 
reached by direct mail and through 
technical publications reaching spe- 
cific fields. In addition many were 
used as text books in technical 
schools and colleges. The book 
trade was not regarded as important 
in developing volume, and the occa- 
sional order which was received 
from dealers was handled as a mat- 
ter of service, and with trade dis- 
counts limited to 20%. 
Dealers Feel Demand 

When workers entering the 
rapidly expanding war _ industries 
began to call for technical job infor- 


mation available only through books | 


written especially for them, the 
dealers were the first to feel the 
new demand. Publishers saw the 
trend of the times, and decided that 
the book trade was the logical chan- 
nel for the distribution of the major 
portion of their sales. Thus in the 
past two years the number of stores 
featuring technical books and doing 
a real merchandising job has in- 
creased from a handful to over 
1,000. Even “B” department stores 
are cashing in on this new and 
profitable demand. 

The normal trade discount in the 


book field is 40%, and most pub- 
lishers of technical books have 
raised the ante by increasing the 
margin allowed dealers to 33 1/3%. 
That the business is extremely 
profitable is indicated by the fact 
that retailers report that annual 
turnover has increased to five or 
six times, as compared with about 
half that rate in their prewar expe- 
rience. 

Some of the leading stores carry 


stocks up to $30,000, so that it is| full-page newspaper advertisements | 


obvious that sales volume is high. 
|Publishers agree that technical book 
sales have gone up between 500 and 
600% as compared with prewar fig- 
ures, and hence they are doing all 
that they can to cooperate with 
| retailers in increased promotion 
through newspaper advertising and 
display material. 

In addition to regular local adver- 
tising in smaller space, full-page 
|newspaper advertisements signed by 
retailers have appeared in New 
| York, Chicago, St. Louis, Detroit, 
|Indianapolis, Buffalo and _ Boston. 
|In practically all cases these adver- 
|tisements are placed on a coopera- 
tive basis, with the publishers pay- 
jing 50% of the cost of the space 
| devoted to their titles. Kroch’s, 
| Chicago’s leading book store, started 
| the ball rolling as long ago as April, 
|1941, with a full page in the Chi- 
|cago Sunday Tribune, and has pub- 
lished three similar advertisements 


thus far this year. 
Norman F. Guest, head of Kroch’s 


that advertisements of this kind not 
only result in heavy over-the-coun- 
ter sales, but also a_ substantial 
mail-order business, so that they are 
transferring to dealer channels a 
considerable part of 


sales formerly made by publishers 
direct. 

Other stores which have featured 
|devoted exclusively to technical 
books are Scribner’s, 
| Doubleday, Doran Book Shops, New 
| York, Detroit and St. Louis; Bur- 
|rows, Cleveland; L. S. Ayers, 
| Indianapolis; Otto Ulrich, Buffalo; 
Jordan Marsh and Old Corner Book 
Store, Boston. 
| Since technical book publishers 
|have been cultivating the book 
trade as never before, they are now 
Supplying an unprecedented volume 
|}of sales helps in the form of win- 
|dow display material, counter cards, 
|etc. And the dealers have recipro- 
cated by devoting window displays, 
/never before used to feature tech- 
|nical books exclusively, to this part 
of their offerings. The combination 
| has created a great increase in store 
_ traffic based on technical book de- 
mand, thus bringing into book 
stores and departments a_ great 
|many people who have not been 
‘familiar with the wide range of 


technical book department, reports | 


mail-order | 


New York; 


] does it—in Philadelphia 


It complicates matters a bit to use several cash registers. 


Maybe that points a moral in the case of newspaper 


advertising in Philadelphia. 


For example: Of all the advertisers of grocery store 


products in Philadelphia daily newspapers, 95% appear 


in The Evening Bulletin. 


exclusively. 


And 57% use The Bulletin 


More and more advertisers are pursuing this policy: A 


thorough advertising job in The Bulletin is the primary 


requisite to a thorough job in the important Philadelphia 


market. 


In Philadéelphia—nearly everybody reads The Bulletin 


* 


NEW LIST OF ‘BEST SELLERS' _ 


<< 


<i 


Heedquerters for Books of All Publishers 


| 
| DOUBLEDAY, DORAN BOOK SHOPS 
} 
| 


 BOUKS 


| = 
= 


| 
| 
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70 HELP 


WIN THE WAR! 


Which of thee 160 Specialized Books 


+--for WAR INDUSTRY WORKERS (Men and Women), ARMY, NAVY, 
MARINE CORPS, AIR CORPS, CIVILIAN DEFENSE - - - 


. oe om. 


Typical of the full-page newspaper advertisements devoted “exclusively to tech. 
nical books as vital wartime aids for both civilians and the armed forces is this 
copy placed by Doubleday, Doran Book Shops in Detroit. 


‘offerings to be found in these estab- | poration, Ships & Aircraft, U. S. 
'lishments, and hence benefiting the | Naval Institute, Paul H. Wilkinson 


| whole business. 
} 


and John Wiley & Sons. 


| Technical books frequently carry Many publishers of industrial 
|/much higher prices than most of|magazines have successfully ex- 
‘those in the general field. While panded their book departments dur- 


there are many selling at modest| ing the war, and further develop- 
|ment of technical books is expected 


| figures, top prices exceed most of 
| the general titles. 
| books, like “Jane’s Fighting Ships,” 
lcarry prices as high as $19, while 
|$4, $5 and $6 books are numerous. 
|Prices were established originally 
}on the basis of limited editions, and 
while no changes in policy on this 
score have been made, it is entirely 
probable that with mass demand 


Some _ technical | 


|established, lower prices will be in| 


order. 
Production Is Problem 


The greatest problem at present | 


is production. Dealers in cities re- 
mote from New York 
whereas it formerly was possible to 
get delivery in four or five days, 
it now takes nearly three weeks to 
get a shipment through from the 
|}publishers. On the other hand, 
because of the obviously important 
war service supplied by technical 
books, it not considered likely 
that in the event of predicted re- 
strictions on printing and publishing 
going into effect, the technical book 
field will be asked to reduce its out- 
put. 

One of the great questions raised 
by the phenomenal success of tech- 
|nical books in war time is the out- 
| look for the future. Most authori- 
ities, among both publishers and 
|dealers, are convinced that with 
many more men becoming familiar 
| with mechanics and other technical 
subjects, they will carry this inter- 
est with them to peacetime occupa- 
tions. In addition, the transition 
after the war to civilian production 
will create new training problems, 
which the trade hopes will main- 
tain general interest in technical 
publications. 


is 


Leaders in the present great ex- 
|}pansion of technical book publish- 


ing are the McGraw-Hill Book 
|Company, which is controlled by 
the McGraw-Hill Publishing Com- 
pany, and is rated the largest pub- 
lisher in this field; American Tech- 
nical Society, Theo Audel 
Aviation Press, Cornell 
Press, Chemical 
pany, Chemical 


Rubber Company, 


Doubleday, Doran, Funk & Wagnalls 
Publishing 


Company, Garden City 
Company, Harper & Bros., 
W. 
tary 
W. 


Norman 
Henley, Industrial Press, Mili- 


W. Norton Company, 


Inc., Radio Technical 


& Co., 
Maritime 
Publishing Com- 


Service Publishing Company, 
Pitman 
Publishing Company, Prentice-Hall, 
Publishing 
Company, Reinhold Publishing Cor- 


report that | 


in the future from this group. 


U. S. A. PUBLISHING 
MORE TECHNICAL DATA 

Chicago, Nov. 18.—Capt. S. Ger- 
stin, Field Maintenance Section, 
Engineers Section, Quartermaster 
Depot, Columbus, O., visited ADVER- 
TISING AGE this week with a request 
for assistance in obtaining the serv- 
ices of several technical editors to 
assist in the publication of a main- 
tenance magazine dealing with 
engineering construction equipment, 
as well the publication of nu- 
merous technical manuals and bul- 
letins devoted to service and parts 
replacement for the many items of 
mechanical equipment now used in 
the U. S. Army. 

Capt. Gerstin, formerly a mem- 
ber of the editorial staff of Com- 
mercial Car Journal, Philadelphia, 
explained that there is great need 
throughout the Army for this kind 
of technical service information, 
and that men qualified by experi- 
ence for this type of technical writ- 
ing would be able to render impor- 
tant service. They will be civilian 
employes, under civil service, and 
salaries from $2,800 to $3,800 will 
be paid. 


as 


resident! 


There are 7.5% more 
electric power meters* 
A.B.C. City Zone (1940 pop 
115,264) today than there we! 
two years ago. Reach “everybod) 
in New York State’s lowest c 
major market, where there's lot 
more buying power, too 


in Troy 


*New York Power & Light ¢ 
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HE TIDE HAS TURNED! ¥ 
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U.S. Board Okays 
Advertising by 
Steamship Lines 


D. C., Nov. 17.—The 
Administration is “in 
with any advertising 
programs of steamship operators 
which are reasonable,” Chairman 
Emory S. Land has advised the Pro- 
peller Club of the United States, in 
a letter which has been released by 
the administration as a_ general 
statement of policy. 

By agreements under 


Washington, 
War Shipping 
full sympathy 


which the 


merchant marine is operated by 
steamship lines as agency for the 
War Shipping Administration, ad- 


vertising expense cannot be classi- 
fied as operating expense, but it is 
allowable as overhead expense, 
Adm. Land said. 

“We believe that American 
steamship companies realize the 
value of continued advertising dur- 
ing the war period for the purpose 
of keeping their trade names and 
normal services before the public,” 
he declared. “We agree that the 
operating companies should plan for 
the postwar period. Several com- 
panies are already carrying out 
advertising programs. The extent 
to which steamship 


maintain their advertising programs 


companies | 


is a matter of policy which must be 
decided by each company. 

“The War Shipping Administra- 
tion is certainly in full sympathy 
with any advertising programs of 
the steamship operators which are 
reasonable and has no intention of 
administering the agency contracts 
in such manner as to discourage or 
prevent the continuation of proper 
advertising by means of the allow- 
able overhead.” 

The administration is interested 
only in making sure that steamship 


lines’ overhead is fair and rea- 
sonable, Adm. Land continued, 
adding that the policy’ recently 


enunciated by the Joint Price Ad- 
justment Board will be the general 
guide in such Cases. 


NAM Convention to 
Show War Posters 


A feature at the War Congress of 
American Industry to be held in 
New York, Dec. 2-4, by the Na- 
tional Association of Manufacturers, 
will be an exhibit of war produc- 
tion posters designed and used by 
manufacturers. 

Any number of entries designed 
by an employe or a member of the 
company’s advertising or publicity 
counsel may be submitted. Syndi- 
cated or government - furnished 
posters will not be accepted. Entry 
forms may be obtained from the 
poster yiry of the NAM, New York. 


New York Agency Pro- fen Hit By 


Starts Special 
Washington Office 


York, Nov. 
ton’s status as the wartime nerve 
center for all business has impelled 
Anderson, Davis & Platte, Inc., to 
open a special capital service for 
advertisers. The new setup is 
known as the Washington Adver- 
tising Agency of Anderson, Davis 
& Platte. 

Announcement of the operation in 
780-line advertisements in today’s 
Washington newspapers stressed the 
scope of the service as ranging from 
“a sustained Washington advertis- 
ing campaign to a single assignment 
such as a special booklet or survey. 
Anything in advertising and public 
relations, but no lobbying.” 

The Washington office is located 
at 821 15th St, N. W. New 
York headquarters of Anderson, 
Davis & Platte continue at 50 Rocke- 
feller Plaza. 


New 


To ‘Popular Science’ 

Russell Buckhout, formerly a 
member of the advertising sales 
staff of Frank A. Munsey Company, 
New York, has joined Popular Sci- 
ence Monthly, New York, in the 
same capacity. 
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Nou CAW 7 gare this Amazing Cath 


The biggest news in the radio business 
today is the spectaculamway WCAE has 
zoomed to the top in Pittsbureh. 

Eight months ago WCAE® Was trailing the 


three other network stations i 


afternoon listeners, Then things,started to 
happen. WCAE started to climb. One by 


one the competing network 


“polished off”, until now WCAE is 


rt 


in the race for 


stations were 


1250 K.C. 5000 WATTS . 


5:30—has sparked this tremend 
of WCAE to the top. 

The facts speak for themselves! wal 
can deliver an afternoon audience far greate 
than two of the other network stations an 


only 310 of 1% behind the leader! 4 


running in a photo finish for first place. 
The “Tune Factory Program’ — "— MUSIC 
and NEWS every afternoont. ee 1:00 to 


rge 


. 


For availabilities and 
complete information 


consult WCAE | _ 


” Detroit 
Dallas 


New York Chics 4 
Kansas City “Atlanta 
San‘ E _ 
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MUTUAL BROADCASTING SYSTEM 


4 ‘ee, 


18. — Washing- | 


FDA Condemnation — 
Order in St. Louis 


Selling Halts as Copy 
Ils Adjusted; No Fault 
Found with Content 


Chicago, Nov. 19.—The inquisitive 


NEW USE FOR OATS 


3 WAYS TO 
MARE MEAT 
GO FARTHER! 


| Meat Shortages Need Not Deprive Your Fami, 
of Precious Proteina and Vital Vitamin B; 
If You Follow this Simple Plan 


finger of the Food and Drug Ad-| 
ministration poked into the ad- 
vertising of a meat extender this 


week, as Pro-ten, a meat extender 
marketed by Thomson & Taylor 
Division of the Warfield Company, 
was hit by a condemnation suit in 
St. Louis federal district court. 
This product, whose one-city test 


was reported in ADVERTISING AGE 
Nov. 9, was rapped by the suit, not 
on a basis of its composition, but 


on an advertising claim basis. 

According to the government's 
suit, the product is misbranded “in 
that it purports to be and is repre- 
sented as a food for special dietary 
use and its label fails to bear such 
information concerning vitamin and 
mineral properties . as is neces- 
sary fully to inform purchasers as to 
its value for such use.’’ Contrary to 
claims made for it, the suit declared, 
the product “is not the nutritive 
equivalent of meat and when used 
as a meat extender will 
meat without sacrificing any of the 
nutritive values customarily fur- 
nished to the diet by meat.” 


Object to Packers’ Booklet 


Leroy A. Kling, vice-president of 
McJunkin Advertising 
the agency directing the account, 
told ADVERTISING AGE that the gov- 
ernment’s objection was based prin- 


not save | 


Company, | 


. * { 
cipally ona recipe booklet furnished 


with Pro-ten and not on publication 
advertising which appeared in the 
St. Louis Post-Dispatch. Another 
governmental objection concerned a 
line on the package which declared 
“One cup saves up to one pound 


of meat!” 


According to Mr. Kling, both the 
copy and the product were shown 
to the FDA’s Chicago office. The 
Post-Dispatch turned down the orig- 
inal Pro-ten copy because it 
compared vegetable and animal 


proteins. This the agency and adver- | 


tiser remedied, and the: copy ran| 
for three weeks in the Post-Dis- 
patch. 


The government’s action actually | 
constitutes a misbranding suit, Mr. 


3 SERVE HOT QUAKER OATS 
od EVERY MORNING 


HE QUAKER OATS COMPANY 


In a wide list of newspapers, Quaker 

Oats Co. introduced a new use for its 

oats—as a meat extender. Ruthrauff & 
Ryan is the agency. 


Placed through Ruthrauff & Ryan, 


the copy was headlined: “Three 
ways to make meat go further! 
Meat shortages need not deprive 


your family of precious proteins and 
vital vitamin B,, if you follow this 
simple plan.” The plan: make meat 
loaf with Quaker oats as an ex- 
tender; make meat patties using 
oats in the same way; serve hot oat- 
meal every morning. 


“Rich as Pork Chops” 


By serving Quaker oats for break- 
fast “you do not require so much 
| meat,” the copy declares. Further, 


Kling said, and he emphasized that | whole-grain oatmeal is rich in pro- 


there is no charge concerning the | teins, 


product’s makeup or that it is dele- 
terious to health. 


| 


| 


St. Louis sales have been stopped, | 


but St. Louis is the only city in 
which the product had _ received 
promotion. Mr. Kling said the com- | 
pany plans to comply with FDA's 
suggestions, and believes that when 
this is done the suit will be dropped. 


Research Backs Claims 


| Pro-ten 


| 


All advertising claims had been | 


based on fairly extensive research | 
Housekeeping | 


by Chicago’s Better 
Institute, where for over a period 
of several weeks luncheons contain- 
ing meat extended with Pro-ten 
were served. Weight tests verified 
the advertising claim that one cup 
equaled a pound, so far as quantity 
is concerned, Mr. Kling said. 

In the meantime, Quaker Oats 
Company uncorked a_ widespread 
newspaper 
its cereals, Quick Quaker 


Quick Mother’s oats, using a meat 


campaign this week for | 
oats and | 


“as rich, ounce by ounce, for 
instance, as pork chops.” 

Although the company had heard 
of the government’s action against 
, it considers Quaker oats as 
an entirely different product. “It 
is a standard food,” one _ official 
pointed out. “It is not created 
solely for the purpose of extending 
meat. There should be no more 
objection to it being used that 
way than, say, crackers or bread 
crumbs.” 


Issues Tax Circular 


Under the title “Pointers for Tax- 
payers,” Bank of America National 
Trust and Savings Association, 5@n 


Francisco, has released an eight- 
page circular dealing with situa- 
tions affecting taxpayers as r‘ ult 
of the recent changes in the fecera! 


income tax law. 


‘Printers’ Ink’ Moves 
Printers’ Ink Publishing Com)" 
has moved its offices to 205 E. 4/n¢ 


extender theme. St., New York. 
“Ask your 
Agen« v 


to ask the 
COLONEL!” 


of KANSAS CITY 
5000 watts - - - 


CBS 


Arthur B. Church, President 
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, Record to Date 
is 
i June - Daily 269,318...Sunday 341,738 
- f July - Daily 269,099...Sunday 327,837 
ee August Daily 274,834...Sunday 350,353 
— Sept. - Daily 281,361...Sunday 360,850 
nd & 
ne 
tA 
: AVERAGE NET Paip - IN \/ctober 


DAILY - - - 289,843 


ial 
ed 
: SUNDAY - - 395,476 
. The Sun’s circulation has been growing since Summer, 
: when circulations aren’t supposed to grow—without contests, 
special efforts or promotions . . . and will keep on growing as 
more and more people discover the kind of a paper The Sun * 
° . ‘ » + ce av 
is, and what it is doing for Chicago... Ask the Branham man! L g 
THE BraNuaM Company, National Advertising Representatives ~ 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle ae 2 
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Bakers Fret Over 
Sharp Cut in 
Milk Allotment 


New York, Nov. 19.— Bakers 
generally are worried over the 
limitation of dried milk supplies to 
a mere 10% of last year’s output, 
and are marking time on advertis- 
ing and merchandising plans until 
the supply situation is clarified. 

Coupled with the shortage of 
milk is a noticeable scarcity of 
shortening. Lard has become in- 
creasingly difficult to obtain. Sev- 
eral bakers are now using hydro- 
genated vegetable shortening. 


Influence Campaign 


These uncertainties were regarded 
as factors in a test campaign re- 
cently launched by Continental 
Baking Company on Wonder bread 


in Buffalo, Rochester, Toledo and|attempting to meet the mounting | 


Columbus. The copy features a 
$1,000 prize contest, shifting the 


“Bread consumption is up 20 to 
25% over last year and this figure 
|is likely to mount as shortages oc- 
cur in other foods,” said Dr. James 
A. Tobey, director of the American 
| Institute of Baking. “The 
| tional Board in Washington has ad- 
| vised the public to keep fit by eat- 
ing more enriched white bread. Yet, 
they have created a paradox by 
sending 90% of dried skim milk, so 
essential to enrichment, to lend- 
lease.” 


Demand Too Great 


Although it is possible to vitamin- 
ize bread by using enriched yeast, 
enriched flour, and enriched tablets, 
Standard Brands, Inc., maker of 
Fleischmann’s yeast, cannot possibly 
fill the demands of the entire indus- 
| try, and other enrichment processes 
are infinitely more intricate. 

By using 6% milk, high grade 
protein, calcium and vitamin B, can 
be obtained together and are the 

|}equivalent of whole wheat bread, 
| Dr. Tobey asserted. 

| At present the baking industry is 
| problems of transportation and de- 
| creased manpower by employing 


Nutri- | 


Pennsylvania Issues 
New Liquor Rules 
Pennsylvania’s liquor control 
board has issued new advertising 
rules to vendors, requiring that if 
they quote prices in copy used in 
Pennsylvania, the state store price 
list and total retail price must be 
given, with the statement “includes 


tax’’ conspicuously displayed. When | 


reference to discounts 


is made in| 


advertising to retail licensees, who | 


get a discount on wholesale pur- 
chases, the advertisements, if prices 


are quoted, must display the March ; 


ceiling price, the added Nov. 1 fed- | 


eral tax and the total retail price, 
together with the words, “discount 


applies to March ceiling price only.” | 


The showing of wholesale prices is 
not permitted in trade advertising. 
Rough copy or 


should be 
Hill, director of public relations of 


layouts for all | 
direct mail advertising to retailers | 
submitted to Perley J. | 


the liquor authority, the board has 


advised advertisers. 


ioe eiiceiinn 
Bjork for Murphy 
I. C. Bjork, formerly western di- 


| vision office manager, has been ap- 
| pointed western 


sales manager of | 


spotlight from the vitamin theme| women in the plants and cutting | Best Foods, Inc., Pacific Coast head- | 


for the first time in many months. 
The vitamin story is, however, in- 
cluded in the copy. 


down on many varieties of bread. 


| quarters at San Francisco. He suc- 


The popular “twist” bread has al- | ceeds Frank Murphy, who recently | 


ready been eliminated. 


| was named vice-president in charge 
‘of western operations. 


Readers and Advertisers 
Are Quick to Sense 


THE 


NEW VITALITY 


in Southern Agriculturist 


M ARKED gains, both in circulation and 


in advertising, have been 
solid old farm magazine 
months of “42. 


it: more advertisers select 


the new strength it has acquired. 


For evidence of this new vitality, open the 


More farm 


scored by this TURIST 
for the last 6 
families like 


it. because of 


thoritative spe 


and tomorrow 


current issue of SOLTHERN AGRICUL- 
new editorial features: an ex- 
clusive co-operative radio tie-up with six 


leading Southern stations; helpful and au- 


cial articles geared to today 


: generally improved physi- 


cal attractiveness. 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace. 


2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 
5. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


| Are 
ey 
ts reed by 2 out of every $ 
White Form Families in the South 
NEW YORK 


10. To promote the work of tax- 
supported agencies, rendering ser- 
vices vital to agriculture, and te 
eliminate wasteful duplication of 
effort, 


11. For greater opportunities for 
deserving farmers to own homes 
and other farm property; for better 
rural housing and for fair long- 
term leasing agreements between 
landlords and tenants. 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life. 


oorurctar. O, Gamage” 


President and Publisher 


Agriculturist 


CHICAGO DETROIT 


TRUTH ABOUT THE FOOD SITUATION 


ARE WE GOING TO 
HAVE ENOUGH FOOD? 


In The Midst Of Plenty, Americans Must Adjust Food Buying To Wartime 
Conditions. Here's The Truth About The Food Situation — Facts Every 
Homemaker Should Know To Make The Most Of Our Supply! 
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many brave ot. Thee 
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Follow These $ Commandments \ _ 
save t i shopping and release sepa 
nore ds tor our he onl American and asa wise and thrifts hor 
Shortoges in Form Lobor 1.) 4, and the . Vou are already taking many of thes 
semed forces are drawing increasingly large ny heals 
re from farms, The farm 


great 


Shortages in Transportation fm nroducts 
ore bulky ‘ ‘or t woods farmers 
tor pr no That Help Cut Down Deliveries _ | 
rubbe J rast tr port, now sermaushy cu delivers equipment is corcfulls 
iW g for the future i that bulky bread thee 6 . 
h tood value probably will not for baby's bottle ave definite 


te «! te spocetl deliver 
tiple t to the earn 


HOW TO MEET THIS EMERGENCY 
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H. J. HEINZ COMPANY 
Maker Of The Famous (57) Varieties 
Five wartime commandments for food buyers are included in this unusual appea! 
for sensible adjustments to today's market conditions, issued in newspapers last 


week by H. J. Heinz Co. 


Coca-Cola Signs 


| weekly 


| folks at 


i 


| 
| 


| 
i 


for 9-Hour Show 
Christmas Day 


Chicago, Nov. 18.—Announcing 
what is believed to be the largest 
single day sale ever made in the 
history of radio, the Blue Network 
revealed here this week that Coca- 
Cola Company has contracted for an 
almost continuous broadcast from 


11 a. m. to 11 p. m., Christmas day. | 


In line with the company’s pro- 
gram on the Blue, the six-nights- 
“Spotlight Bands” show, 
Coca-Cola will present 40 top- 
drawer bands playing from 40 posts 
across the country and the bands 
will put on three-hour shows, wher- 
ever they are, for homesick boys in 
the services. Actual broadcast time 
runs nine hours. 


Includes Drama Skits 


In addition to the ‘round-the- 
clock music, the show will include 
short dramatic skits to give the 
home an idea of how 
Christmas is celebrated in camp, 
and some of the boys will be 
allowed to step up to the mike and 
send their holiday greetings across 
the country. 

D'Arcy Advertising Company is 
the agency. 


Reynolds Appointed 

William Rey- 
nolds, retiring 
president of the 
National Noise 
Abatement 
Council and for- 
merly advertis- 
ing manager of 
Servel, Inc., New 
York, has been j 
appointed adver- 
tising and public 
relations man- 
ager of the Elas- 
tic Stop Nut Cor- 


poration, New William Reynolds 
York, manufac- 


turer of self-locking nuts 


Resumes Schedules 
Schedules have been resumed in 
Canadian metropolitan dailies for 
Physlosan, product of Natural 
Chemicals, New York and Toronto, 
on behalf of the distributor, Mc- 
Gillivray Brothers, Toronto. Ad- 
vertising is released by Atherton & 


Currier, Toronto. 


a: | eek ee pe eg 


Blake on Jury 

Frank L. Blake, advertising man- 
ager of the Kimberly - Clark Cor- 
| poration, is a member of the jury of 
|}awards for the advertising compe- 
| tition recently announced by the 
|Chicago Business Papers Associa- 
tion. His name was inadvertently 
omitted from the list of members 
of the jury published in the Nov. 16 
issue of ADVERTISING AGE. 


‘Names Cory Snow 

Effective Jan. 1, 1943, Cory Snow, 
Boston, has been appointed to 
| handle advertising and a sales pro- 
motion program for Wolverine 


Equipment Company, Cambridge, 
Mass. The company manufactures 
Wolverine dust collecting down- 


draft bench, which will be adver- 
|tised in business papers, supple- 
|'mented by a direct mail campaign 
to industry. 


1. 
New tradition: 


24 new advertisers started 
their '43 schedules in October 
"42... in Business Week . . . 
seeing no reason to delay 
BW’'s effectiveness! 


2. 
New tradition: 


(28 new advertisers started 
their 43 schedules in Nover- 
ber ’42 in Business Week . . . 
seeing no reason to delay 
BW’s effectiveness! 


THE NEWS-BASE OF 
MANAGEMENT'S DECISIONS 
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A GREAT PROGRAM BECOMES A WARTIME 
KEEN WAR-GOODS SPONSOR! 


WW wi 


Columbia Pacific's Original ‘“Eye-Witness”’ Dramatization 
of the Greatest Events of Our Lifetime 


NATURAL” FOR A 


53 


— Some typical live eye-witness dramatizations from “| Was There” — 


his program is a superb ready-to-roll vehicle for any sponsor —and 


it is custom-built for a sponsor whose merchandise has left the 


home market for the war-front—whose production skill is now aimed 


wholly on the job of hacking the Axis—and whose name and good- 
will are his sole remaining contact with the publie who will decide 
his post-war survival! 

Columbia-Pacifie’s “1 Was There” is a proven show. It dramatizes 
live eye-witness accounts of some of the most fateful events in the 
history of our lifetime at a moment when America’s industry is 


engaged in the most dramatic and fateful of all struggles. For 19 


consecutive months it has been successfully selling for General 
Petroleum Corporation of California (a Socony-Vacuum Company ). 
Its Pacific Coast Hooperating for August-September, 1942, was 8.2 
—more than 15°° higher than the average rating of all evening pro- 
grams on all Pacifie Coast networks. 

General Petroleum, who just surrendered the program, “greatly 
regret the necessity of relinquishing sponsorship of “l Was There’.” 
Underscoring their regret, the company calls the program their “Out- 
standing buy in many years of radio;” their ageney terms it “One 
of the most successful advertising activities.” 

“TL Was There” has an established audience—powerful momentum 


—a natural thematic tie-in with your products on duty “over there.” 


Get in touch with the Columbia-Pacific Network or your nearest 


Radio Sales office quickly, and hear a typical off-the-air recording. 


GOLUMBIA PACIFIC NETWORK 


A Division of the Columbia Broadcasting System — Palace Hotel, — (Qs 


San Franciseo—@olumbia Square, Los Angeles—Represented nation- 
WITH DEWEY AND THE FLEET, MANILA BAY—1898 FLYING TIGERS KNOCK JAPS OUT OF SKY—1941 ally by Radio Sales: New York, Chicago, St. Louis, Charlotte, 
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Leaves Porter-Cable 


S. S. Mellor has resigned as ad-| 
vertising manager of Porter-Cable | 
Machine Company, Syracuse, N. Y., | 
and will announce future plans ata 
later date. H. L. Ramsey, sales 
manager, will handle advertising 
temporarily in conjunction with the 
agency, Barlow Advertising Agency. 


Adds Education Section 


Effective with the January, 1943, 
issue, American Artist, published by 
Watson - Guptill Publications, New 
York, will contain a new depart- 
ment of art education, which is be- 
ing established for discussion of 
both wartime and postwar problems 
of art education. 


| tegrated 
|/nounced this week by the Office of 
| War Information and the principal 


Nation’s Retailers 
Pool Advertising 


on War Campaigns 


OWI to Channel 

Government Copy 

for Promotions 

Washington, D. C., Nov. 18.—The 
varied advertising, sales promo- 
tional, publicity, and merchandising 
resources of more than a million re- 


| tailers will be geared to the war 


information program through an in- 
series of campaigns an- 


retail trade associations. 

Retailers — who have 
contributed advertising 
time, window and 
and special 


previously 
space and 
store displays, 
promotional activities 


,on the basis of a host of unrelated 
| governmental and private requests 


will hereafter 
master program. 
Thus suggestions for cooperation 
in war bond sales, nutrition drives 


participate in a 


|launched in January, 


and the like will be channelized 


through one government source, and 
the barrage of war publicity that 
has flooded the public through re- 
tail channels will become simplified 
in theme and heightened in effec- 
tiveness. 


To Start in January 


Details of the plan were devel- 
oped by Ruth West, special retail 
consultant to OWI’s bureau of cam- 
paigns, in cooperation with a group 
of retail advertising and merchan- 
dising specialists, and the represent- 
atives of eight national associations 
in a Washington meeting last week- 
end. 

The correlated program will be 
during which 
the “Your Home and the War” pro- 
motion, addressed to women, will 
stress the importance of salvage, 
tire conservation, gas_ rationing, 
maintenance of household equip- 
ment, conservation of cooking gas, 
and war bonds. 

Special promotions will be 
planned for each month of the year, 
with various segments of the na- 
tion’s retailer system putting their 
advertising and promotional efforts 


behind the government campaigns | 1Cé 
| participate when government cam- | 


most closely related to their fields, 
in rotation. 

According to Ken R. Dyke, chief 
of the OWI bureau of campaigns, 


a 

SPECIAL EDITORIAL 
Features of . 
the SOMOARS 4 


* 


we 
- - 


Here is the principal 
theme 1943 
sue” of American Builder. 


of each 


aa 
ect Issues 


rent wartime building. 
JANUARY — Building 


Prospect and Preview. 


FEBRUARY — The 
War Housing Job. 


Buildings of Tomorrow. 


AUGUST —Farm Buildings 
What and When. 


OCTOBER — New 


Research 
All regular departments of 


1943 


issue, 


1942 issue. 


‘ia bigs 


EDITORIAL PROGRAM 


editorial 
“Feature Is- 


. not shown on this list, 
will present field reports on cur- 


Tomorrow 


Immediate is 


f MARCH — Prefabrication 
Date. 
APRILSpring Building 
ber. 
VWAY-Looking Ahead to the Post- 
War Quality Home. 
JUNE—Service and 


Commercial 


Products 
1 Tomorrow's Homes. 


can Builder will appear in each 
including the 
Wartime Maintenance and Repair 
Section that began in the October 


ERE it is! 


Program 


x 
Remarkable? 


at this 
ad) . 
Proj- lts confidence 
“know how” 
active 
prefabrication, 
projects, 
good no 


Up-to- 
maintain vitally 
Num- < 
tising pages. 


and = post-war 


Why, 


4meri- 


new 


CHICAGO, 


phases of wartime 


At the 


their customers through 


M ake 


A PLAN 
meres F 1 nh 


AD 


American Builder's 1943 Editorial 
announced months in advance in 
a period of wartime uncertainty. 


Not at all! 
is again demonstrating its long-standing and con- 
structive leadership in the building field. 


For American Builder 


American Builder's well rounded plans, its ex- 
pansion of editorial staff, activities and services 
time are 
the field it serves, and of the 
is based on 
publication is a veteran of three wars. 


based on sound knowledge of 
future of that field. 
experience, for this 
It has the 


The program includes all 
construction, housing. 


farm building. non-residential 


same time it makes definite ad- 
vances to the post-war market. 
matter which 
through the buckwheat” 


And the program 
way “the bear 
in the war news. 


important wartime contacts “with | 


Builder 


dmerican 


WORLD’S GREATEST BUILDING PAPER 


AMERICAN ¢ 
= “BUILDER © 


A Simmons-Boardman Publication 


ILLINOIS 
105 W. Adams Street 


NEW YORK, N. Y. 
30 Church Street 


To Sell The Building Field, SELL American Builder Readers FIRST 


| 
| 


that comes from living through wars. | 
depressions and booms. 


goes | 


American Builder aver: | 
American Builder's 1943 Fdi-| 
torial program the key to your wartime promotion 
planning. for 
readers are the key men of the building industry 
Today and Tomorrow. 


which will channel information on 
the various governmental informa- 
tion problems to retailers through 
the associations and business papers 
serving the various industries, the 
program will play an important role 
in informing the public of needed 
participation in the war effort. 

The program will insure maxi- 
mum utilization of the creative tal- 
ents and facilities of retail adver- 
tising and sales personnel in the 
over-all domestic information pro- 
gram. As in other programs de- 
veloped by OWI, individual initia- 
tive will be stimulated, although the 
basic copy theme will be tied closely 
to the campaigns carried on by OWI 
through newspapers, magazines, 
radio, posters, and other media. 

Participating in the planning and 
execution of the program are repre- 
sentatives of the American Retail 
Federation, the Limited Price Va- 
riety Stores Association, the Mail 
Order Association of America, the 


National Association of Chain Drug | 


Stores, the National Association of 
Food Chains, the National Retail 
Dry Goods Association, and the Na- 
tional Retail Furniture Association. 
Other associations serving various 
vertical industries will be invited to 


paigns touch their field. 

Department store representatives 
who met and endorsed the plan in- 
clude William H. Howard and Delos 
Walker of R. H. Macy & Co., 
York; Sara Pennoyer, Bonwit Tel- 
ler, New York; Louis Kagel 
Penney Company, New York; Wm. 
H. McCleod, Wm. Filene’s Sons, 
| Boston; Zula 
Marcus, Dallas; 
L. Hudson’s, Detroit, 
Goldstein, Stix, Baer 
Louis. 


and J. che“ 
& Fuller, 


Sales Department 
Not War ‘Luxury,’ 


Van Deventer Says 


Chicago, Nov. 20.—In the complex 
situation that has developed in the 
sales field due to the war, too many 
salesmen and sales managers have 


developed inferiority complexes for | 


their own good and that of thei 
companies, John H. Van Deventer, 
president and editor, Iron Age, yes- 


| terday told the Midwestern Confer- 


ence of Sales Executives held by 


| the Chicago Sales Executives Club. 


Selling, now as in the past, requires 
the positive and not the negative 
attitude, he declared. 

To those who may feel that the 
sales department is an unnecessary 
luxury at this time, Mr. Van De- 
venter urged that they get busy and 
do a selling job on themselves. ‘Sell 
yourself first and foremost on the 
necessity of your profession, in war 
as well as in peace,” he exhorted. 
|“And then sell yourself on the ne- 
|cessity of knowing more than you 
have ever known before about your 
|product and its uses, about the 
people who are coming into busi- 
ness and industry who will exercise 
| buying influences and will make 
buying decisions; about the changes 


Manufacturers of products used in building ean | that are taking place in both intra- 


|}and inter-industry capacity which 
will affect future competition, and 
most important of all on the neces- 
| sity of getting a better knowledgv 
of yourself.” 

The company that withdraws its 
salesmen because it doesn’t want to 
“bother” its busy customers and 
prospects will wake up after the 
war with nothing to do, Mr. Van 
Deventer declared. Busy manage- 
ment does not miss these non-call- 
ing representatives, and what they 
do not miss they shortly cease to 
remember, he said. Salesmen should 
continue to make contacts, not with 
the hope of making sales, but of 
rendering helpful service It’s an 
opportunity to “help them pass the 
ammunition,” he said, and to help 
management get more output from 
the equipment sold them in the past 
or from the limited amount of ma- 
terials or supplies it is now possible 
to ship them. 


Rowell to Fawcett 


E. N. Rowell. formerly on the 
sales staff of Liberty, New York. 
has been appointed to the eastern 
sales staff of Fawcett Women’s 
Group, New York. 


New | 


oe 


McCauley, Neiman- | 
Ralph Younger, J. 


Ward Bows to 
Labor Board at 
President's Order 


| Washington, D. C., Nov. 18.— 
President Roosevelt late today or- 
dered Montgomery Ward & Co. t 
comply with the order of the Wa 
Labor Board granting approxi 
mately 6,800 employes a mainten 
ance of membership check-off sys 
tem. 

In Chicago, Sewell Avery, Ward’ 
president who earlier had blazone 
his view of the WLB order in 
stirring advertisement in 850 new: 
papers, told reporters as he de 
parted for a business trip to th 
East that if the President had 
ordered, “his direction will | 
promptly obeyed.” 

“As commander-in-chief in time 
of war, I expect all employers, i: 
cluding Montgomery Ward & C 
and all labor groups to compl) 
with Executive Orders 9017 a: 
9250, the President wrote. “I ther: 
fore direct Montgomery Ward & C 
to comply, without further dela), 
with the National War Lab 
Board’s directive order of Nov. 
1942. I consider such a course \ 
action essential in the interests 
'the war effort.” 


(For earlier news of Montgome: 
Ward’s reply to WLB, see Page 34 
of this issue.) 


Hudson, Pierce Name 
Simons-Michelson 


J. L. Hudson Company, 
department store, has 
Simons - Michelson 
|troit, to handle a radio transcrij 
ition series called “Eye Witne 
News,” which are war dramatiza- 
tions based on eye-witness account 
of Associated Press correspondent 
The program is heard on WWJ, De- 
troit, Monday and Wednesday 
evenings. 

Simons-Michelson also has been 
appointed by Pierce Watch Com- 
pany, New York, to handle its ad 
vertising. 


Detro:! 
appointed 
Company, De- 


INDIANA 


FORT WAYKE 


Ma 


IN EFFECTIVE 
BUYING INCOME 


*% Fort Wayne—Indiana’s 2nd 
largest retail market—shows 4 
gain of 24% in effective buy- 
ing income over a year ago. 
An increase of more than 
$29,000,000 in consumer 
purchasing power proves Fort 
Wayne as being Indiana's 2nd 
most important market — not 
only under peacetime condi- 
tions—but also in wartime—as 
of today! 


x *k 


Have you seen our new market mai 
— just off the press? If not, write for it 


* 
Che News -Sentine! 


Fort Wayne's Good Evening Newspap* 


L FORT WAYNE, INDIANA 
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ever Underestimate the Power of a Woman! 
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Thanksgiving Day 1942 
Ladies’ Home JOURNAL 
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Sen. Wheeler's 
Blast at Meat 
Board ‘Erroneous’ 


Chicago, Nov. 16. — Senator Bur- 
ton Wheeler of Montana, who has 
leveled his lance at many an op- 
probrious practice in the advertis- 
ing field, took to horse again last 
weekend, but this time he charged 
a mirage. 

In a letter to the National Live- 
stock and Meat Board here, the 
senator asserted he had been ad- 
vised that advertising would shortly 
appear stressing the vitamin con- 
tent of various kinds of meat and 
that a chart purporting to explain 
the vitamin content of uncooked or 
raw meats would be distributed, 
but that the chart would convey the 
impression that the vitamin values 


shown were for cooked meats—‘as | 


it will be served by Mrs. America 
to her family.” 


Not “Cannibal Nation” 


“That, 
meal of 
wrote. 


of course, will not be a 
raw meats,” the 
“After all, we are not a na- 


senator 


tion of cannibals, and I suspect even 


the FBI would be hard put in an at- 
tempt to locate an eater of raw pork 
or veal.” 

The Montanan called attention to 
a section of the Wheeler-Lea act 
dealing with truth in advertising, 
suggesting it might apply to the 
meat board’s campaign. “It would 
seem more important... that what 
is offered as an educational cam- 
paign on the subject ... should be 
concise and instructive in its discus- 


sion,” he pointed out. 


Draws Prompt Answer 


The senator’s charge was not long 
unanswered. R. C. Pollock, general 
manager of the board, quickly 
termed it “false and unfounded.” In 
a telegram to Sen. Wheeler, Mr. 
Pollock declared: “Your letter... is 
based on erroneous information. The 
material to which you refer and 
which is the result of two years of 
intensive scientific research, shows 
the vitamin value of cooked meats 


las served on the table.” 


A meat board official explained to 
ADVERTISING AGE that the chart is 
intended to provide a 
yardstick, so that professional 
people—home economists, nutrition- 
ists, doctors, ete.—as well as nutri- 
tion-conscious housewives, can fig- 
ure exactly the nutritional value of 


nutritional | 


what an individual or family has Zenith Turns to 


eaten during the day. 

Declaring that the senator had 
been given “a bad steer,” the official 
declared that: (1) the chart will not 
appear in advertising; (2) data is 
for all common foods, not merely 
for meat; (3) and, 


are for cooked meats.” 


Begins ‘Revista Industrial’ 


Revista Industrial, a new monthly 
publication for Latin America, will 
make its appearance early in 1943, 
published by Equipment 


subsidiary of Penton Publishing 
Company. The publication, which 
will cover the latest industrial de- 
velopments, equipment, processes, 
materials, methods and applications 
as well as industrial literature from 
U. S. manufacturers, will be pub- 
lished in Portuguese for Brazil, and 
in Spanish for the other Latin 
American countries. 


Buys Displays Company 

National Advertising Company, 
Westminster, Md., has purchased 
Interstate Displays, Inc., Buffalo, 
producer of small display signs. 
The main office for the two com- 


reemphasizing | 
Mr. Pollock’s statement, “all figures | 


Digest | 
Publishing Company, Cleveland, a | 


panies will be in Westminster, but | 
the Buffalo office will be maintained | 


for Interstate Displays. 


Service Advertising 

With civilian radio production out 
for the duration, Zenith Radio Cor- 
poration, Chicago, has turned its 
advertising activities to the promo- 
tion of radio service in more than 
30 national publications. 

To tie in with this activity, Motor 
Parts Company, Chicago, distributor 
for Zenith, has scheduled, with 
dealer participation, a three-month 
car card campaign through Na- 
tional Transitads. 


vertising. 


Acquires ‘America Clinica’ 

Professional Publications, Inc., 
Minneapolis, publisher of Modern 
Medicine and The Journal-Lancet, 
has acquired America Clinica, Latin 
American medical journal printed 
in Spanish. 
circulation of America Clinica will 
be increased by 38,000, to reach all 
50,000 doctors in the 20 Latin 
American republics. 


Stewart-Jordan | 
Company handles the Chicago ad- | 


With the January issue | 


N 


Troxa, New Coffee 
Extender, Gets a 
Timely Introduction 


Barrington, Ill., Nov. 17.—A mer- 
|chandising move which had all the 
timing of the United Nations’ shar; 
|one-two punch in the Mediter- 
'ranean war theater was displayec 
| in Jewel Tea Company’s introduc- 
tion of Troxa, a coffee extender. 

| Jewel, whose wagon distributor 
|sell direct to the consumer, bega: 
|talking about Troxa in August. B) 
September the product was movin 
out and getting into the customer 


hands. During October and ear! 
November, when the coffee pinc 
settled in, Jewel customers wet 


educated to the product. 
A Chicory Blend 


Troxa is a chicory blend, offers 
in two types. The first is nati, 
American: chicory, caramel an 
lrye. The second type has importe 
| elements, chick peas and garba: 


Named Accounts Manager from Mexico, plus grain and car: 


John A. Spooner, formerly mer- 
chandising editor of American Vis- 


|mel. The looming scarcity of chic 
ory, a root grown principally | 


cose Corporation, New York, has Michigan, accounts for the seco 


been appointed national 
manager of Mademoiselle, 
York. 


Hleads 


 — AY RIDING increases in New 
York as America swings into action! 


More people than ever are looking 
up at the advertisements and editorial 
features in the New York subways. 
Consequently, business is looking up 


for advertisers 
subways to sell. 

Gas rationing stepped up subway 
circulation to a record monthly aver- 
age of 160,000,000. So advertisers more 
than ever enjoy the benefits of sub- 
ways complete family coverage of the 
nation’s first market—first in war as 
in peace—and the economy implied in 
its extremely low cost per thousand 


circulation. 


Say it fast, say it 
show your produce 


who use New York 


Up! 


Maximum Coverage—nine 
out often adult New Yorkers 
rode the subways in a typi- 
cal month—even before gas 
rationing. 


Daily Repetition—the aver- 
age rider takes more than 


26 trips a month. 


Package Identification—in 
full color. 


t in the 


ONLY SUBWAYS GIVE ALL SIX: 


Prolonged Exposure—aver- 
age trip exceeds 23 minutes. 
Plenty of time for reading 
and re-reading. 


Point-of-Sale Influence— 


stores are concentrated on 
subway routes. 


Economy — Costin cars, 4.6¢ 


per thousand circulation; in 
stations, 1.9¢ per thousand, 


often, BY/i | 


to sell the New York market 


Las ae 


accounts | blend. ' 
New| Jewel sells Troxa separately, no‘ 


| blended into the coffee. The prop 
|mixture, a Jewel official says, cor 
sists of half as much Troxa 
|coffee, and the blend will make 
| twice as much “coffee.” Jewel offi- 
'cials testify that the product makes 
a smooth beverage, even going 
far as to say that it’s a good drink 
by itself, “but it’s better with 
coffee.” 
Sales Are “Wonderful” 

Troxa is sold in paper bags, a red 
| package for the native blend, a blue 
one for the imported variety. Pro- 
|motion, due to Jewel’s peculiar dis- 
tribution setup, is accomplished 
principally by mail pieces and 
|/hand-out broadsides to consumer 

“Sales are going wonderfully,” a 
Jewel spokesman reported, adding 
{that the product “couldn’t have 
'been timed better.” 


| Warwick & Legler 
Adds Staff Members 


Warwick & Legler, New York, has 
|appointed the following new staff 
| members: 

Copy, Albert S. White and Ethel 
Harris Gregory; art, Burton EF. 
Goodloe; production, William P 

| Lillicrapp and Thomas P. Doughten; 

media, Edward J. Rohn; accounting, 
Martin Munzer; and office personne! 
director, Phyllis McElhone. 


Salutes ‘E’ Winner 


The Advocate, Newark, O., paid 
special tribute to Owens-Corning 
Fiberglas Corporation on Nov. 6, 
the day it won the Army-Navy “E” 
Award, by publishing a special edi- 


tion. 
Named Publicity Head 
Marie Houlahan, formerly pub- 


licity director of Station KQW, San 
Francisco, Columbia Broadcast 
System affiliate, has resigned to 
direct publicity at Station WEEI, 
CBS Boston outlet. 


The 
CLEVELAND 


ORCHESTRA 


3 Broadcasts 
A NEW SERIES OF WORLD-WIDE 
RADIO CONCERTS 


SATURDAYS 5° 6 PM. EW.! 


OVER THE COLUMBIA BROADCASTING SYSTE’ 
AND SHORT-WAVE AROUND THE WORLO 


SPONSORED BY RADIO STATION W-G-A-8 CLEVELM® 
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The Sunday Kansas City Star reaches at least one out of every 
ten occupied dwelling units in each of the communities shown on 
this map. In most of the communities the coverage is more than 10% 


~—ranging up to saturation. 


After each name on the map is a figure indicating The Sunday 
Star's percentage of coverage at that point. 


The tabulated figures show (1) number of occupied dwelling 
units, (2) number of Sunday Star subscribers and (3) percentage of 
coverage. Only incorporated cities of 1,000 population or more are 
considered, because the government census does not include a 


count of occupied dwellings in towns of less than 1,000 population. 
It goes without saying that in most cases, within the area pictured, 
The Star's circulation would show just as strong a coverage in towns 


IN EACH OF THESE 
183 TOWNS 


of less than 1,000 population as in towns of more than 1,000 popu- 
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The Turning Point of the War 


The smashing naval defeat of the 
Japanese in the Solomons and the 


successful invasion of northern 
Africa by American and British 
forces mark the turning point of 


the war, President Roosevelt says. 
While warning that we still face a 
long, hard road to ultimate victory, 
the President properly emphasizes 
the significance of these develop- 
ments, which for the first time have 
given the United Nations the initia- 


tive and prepared the way for the | 


development of decisive offensive 
campaigns. 
While it would be a mistake to 


become over-optimistic, in view of 


the tremendous tasks which still lie | 


ahead of our fighting men, there is 
no doubt that the national spirit has 
received a lift which will still fur- 


ther intensify the will to win and to | 


make whatever sacrifices are neces- 
sary to bring the war to a speedy 
and successful conclusion. And 
hence business leaders, sharing in 
the more optimistic outlook, realize 
that they cannot too long postpone 
the study of their own individual 
and collective postwar problems, 


which center upon the necessity of | 


a successful transition from a war 
to a peacetime economy and the 
absorption by industry of the mil- 
lions of men who will be released 
from military and war production 
services with the coming of peace. 
The problem is one which cannot 
be solved automatically. It is up 
to business so to plan its future 
that expansion of enterprise will 
provide employment opportunities 


| which will minimize the difficulties 
of transition and will make it 
| unnecessary for government to 
|assume the responsibility for the 
direction of economic forces so as 
to avoid the hardships which any 
|long period of extensive unemploy- 
|ment would inevitably bring in its 
|wake. If business fails, government 
|must step into the breach. 

| Many groups within individual 
companies and in industry at large 
are studying the problem, and are 
making the necessary researches on 
which a sound development of our 
free enterprise system may be 
based. We know that thousands of 
new and improved products have 
been developed in the laboratories 
of industry and scientific research 
organizations, and that the typical 
American spirit of enterprise 
|tackle the job of production and 
aggressive marketing of these prod- 
ucts. The blue-prints of the task 
ahead are being drawn, and given 
normal incentives for business ex- 
pansion, American industry will not 
be found lacking. 

| B. C. Forbes is quoted as saying 
that the end of the war may come 
as early as mid-1943. Perhaps 
that is too optimistic a prediction 
to be taken seriously. Nevertheless, 
whether the war six, twelve 


lasts 


| 


| 
| 
| 
| 
| 
| 


| 


jing to 
| advertising 


will | 


A NEW 'READER' RESPONSE 


TELEVISION 
BROADCASTING 


~ 


Keproduced by special permission of The 
Copyright, 1942, by The 


PoBrowa 


Saturday Evening Post 
Curtis Publishing Co. 


"Yes, we know her slip is showing, thank you. Yes, yes, we know, thanks!" 


Ad-libbing 


United in Advertising 
Formation of a “United 
tising Nations” front was launched 
in Toronto during the Association of 
Canadian Advertisers conference 


Adver- | 


this month, when the ACA decided | 


to send a cable reporting its meet- 
comparable associations of 
men in England and 
Australia, with the suggestion that 
this report (which included a sum- 


mary of the recent Association of 
National Advertisers’ meeting in| 
New York, presented by ANA 


President Paul West) be distributed 
to all members of the British and 
Australian organizations. The idea 
is to weld the advertising interests 
of the four countries together, how- 
ever informally, and to permit an 
interchange of advertising ideas, 


| particularly with reference to their 
|use in the war effort. 


or eighteen months longer, the time | 


available is not too 
|tremendous and 
| planning our postwar world. 
la task demanding the best thought 
of our management, production and 
marketing forces 


great for the 


A Job for Business Papers 


One of the executives of a large 
company selling many products to 
retailers through a number of sub- 
sidiary units was commenting re- 
cently on the difficulties of main- 
taining proper contacts with the 
trade through its normal sales oper- 
ations, due both to loss of manpower 
and to restrictions on travel through 
gasoline rationing 
tion difficulties. 

“Our best method of keeping in 
touch with our retailers,” he said, 
“is through our advertising in the 
business press. Thus far this idea 
has not been emphasized by repre- 
sentatives of media in the distribu- 
tion field, but it seems to me that 
this is a service which every manu- 
facturer would appreciate keenly if 
it were brought to his attention.” 

Just as advertising in the general 
consumer field is performing a use- 
ful and indispensable function of 
keeping the public informed about 
companies which for the time being 


and transporta- | 


their 
supply, so the 
providing as _ it 
contacting indus- 


be able to maintain 
service of 


may not 
normal 
business press, 


does facilities fo: 


trial and trade distribution factors 
|throughout the business world, 
|offers a service which is of prime 


importance to companies whose 
|}contacts may have been reduced or 
eliminated because of war condi- 
tions. Many manufacturers have 
been using business paper advertis- 
ing regularly for this purpose, but 
| others may have overlooked trade 
or industrial advertising as a sub- 
stitute for personal contacts which 
can no longer be made in the usual 
number or for the usual purposes. 

Advertising to the trade will keep 
merchants and industrial buyers 
informed of products and policies 
during a period when the informa- 
tion is of special interest and impor- 
tance to them, and at the very time 
when it is most difficult to convey 
it by word of mouth. 


exciting job of | 
It is | 


Schwab Tells All 

Victor O. Schwab of Schwab & 
Beatty, New York agency specializ- 
ing in direct-result advertising, has 
written a short book, “How to Write 
a Good Advertisement.” This book 
is promotion for his advertising 
agency, and ordinarily we wouldn't 
mention an agency promotion piece, 
but Mr. Schwab has put together 
such a down-to-earth primer on ad- 
vertising writing that we think a 
lot of admen including those to 
whom the contents are elemental 
might get pleasure and profit out of 
reading it. 


As Mr. Schwab says, men who 
|'wrestle day after day with the 
problem of making direct-result, 


| couponed 


advertising pay profits 
often feel that there must be easier 
ways to make a living. But they 
maintain a touch with reality which 


some of the rest of us lose alto- 


| gether too easily, and it’s not a bad 


ourselves of this 


periodic intervals 


idea to remind 
condition at 


Jottings 
George Oslin, publicity director of 
Western Union Telegraph Company, 


sends us a swell booklet which the 
telegraph company is distributing to 
employes, telling why service isn't 
what it used to be. It’s one of the 
best pieces of material we've seen 
on this subject, but it still doesn’t 
make us feel any happier about the 
day last week when we were wait- 
ing for a very important telegram 
and the new WU boy, getting 
around to delivering it while we 
were out to dinner and the office 
was closed, solved his problem by 
dropping it in the nearest mail 
box. 

William B. Way, general manager 
of KVOO, Tulsa, has developed a 
“Broadcasters’ Declaration of Inde- 
pendence” which he is pushing vig- 
orously within the National As- 


sociation of Broadcasters, of whose 


board he is a 
individual stations’ complete con- 
trol over such things as “the style 
and character of commercial and 
sustaining programs, extent, nature 
and number of courtesy and com- 
mercial announcements; interpreta- 
tion of contracts, rates and dis- 
counts,” and makes it clear that 
stations demand control over these 
things regardless of where or how 
the program originates. 

Changing times symbol: Full- 
page advertisement of Jack’s Cafe- 
teria in the News, Lima, O., shout- 
ing: “We need men and women to 
replace those employes who 
enlisted or have been drafted into 
Uncle Sam’s armed forces. . . It has 
become your duty to work—regard- 
less of whether you need the money 
or net.” .. 

And in Chicago, Marshall Field & 
Co. advertised a number of tempor- 
ary jobs for 1-A and 
registrants. .. 

Perhaps you will be intrigued, as 
we were, with the annual statistical 
survey of the cucumber pickle crop 
which the National Pickle Packers 
Association sent us. The 1942 har- 
vest yielded 8,115,655 bushels, one 


of the largest intakes for a number | 
of years, and this dispelled the fears | 


that there might not be enough 
pickles to supply all the civilians 
who want them. . 

The Newark News has developed 
an ingenious “Victory Limit” sticker 


for automobile speedometers which | 


has caught on handsomely. It’s a 
constant reminder to hold down 
speed, and was originally designed 
for use on the newspaper’s 


trucks. . . 

A belated orchid to Pepsi-Cola 
for its grocery paper advertising 
portraying the perils of inflation | 


from the grocer’s own viewpoint, 
and pointing out that the way to 
avoid inflation’s dangers is to keep 
prices down in every 
way... 

And another belated orchid to the 
Financial Advertisers Association 
for the really superb job it.did with 
its “convention by mail” this year. 
This is the first of these non-con- 
veying conventions which has really 
impressed us as a convention. If 
you're thinking about conducting 
one, you really ought to check with 
the FAA’s Preston Reed to get his 
slant... 

Another good job we've seen 
lately is the “1942 Book of Agree- 
ments” issued by the International 
Union of Operating Engineers 
through the office of Frank P. Con- 
verse, in Cleveland. The book goes 
to about 5,000 members and em- 
ployers in Ohio, and while we don’t 
know what employers may think of 
the agreements themselves, we're 
sure they find the book a useful 
guide. 


possible 


' 
member. It asserts 


have | 


1-B draft | 


Information 
for 
Advertisers 


The following documents may | 

| secured without charge from com- 
panies sponsoring them, or throug 

ADVERTISING AGE, by any nation 

advertiser or advertising agen 

executive writing on his busine 

letterhead. 


No. 2079. American Builder’s 194 
Program. 

This new brochure, issued 
| American Builder, starts with 
study of the shift to wartime bui! 
ing and what it means to manufa.- 
turers, and shows how this public. - 
tion serves wartime needs and 
| planning of the building industry, 
It gives an outline of the principal 
| editorial theme of each 1943 issue 
|and a detailed presentation of eci- 
| torial content for the January for-- 
| cast and preview issue. 
No. 2080. The Bees Are Swarming. 
| Market data for the Joplin, M 
/trading area, including populatic: 
retail outlets and various indicat 
of consumer purchasing power, are 
offered in this folder issued by the 
Joplin Globe and News-Herald. A 
circulation analysis of the news- 
| papers is included. 


No. 2081. Pittsburgh Press Blotter- 
Calendar. 
A lot of information is packed 


neatly into this folder, issued by the 
Pittsburgh Press. One side of the 
blotting paper folder has a calendar 
for the month with special events 
noted, and a linage and circulation 
record of Pittsburgh newspapers fo 
the preceding month. The reverse 
side carries a list of the 25 largest 
retail advertisers in Pittsburgh and 
| facts about the trade area. 


No. 2082. Miss., 
Data. 

Facts about the Tupelo, Miss., 
market and its coverage by the 
Tupelo Journal are contained in 
this folder issued by Wallace Wit- 
mer Company. A map illustrates 
the city’s trading zone, and tables 
give a picture of population, per 
capita sales and other details. 


Tupelo, Market 


No. 2058. Fort Wayne Market 
Data. 

| The Fort Wayne News-Sentinel 

_ has issued this continuing file of 


basic data for the Fort Wayne mar- 
ket. The initial material includes 
a county summary of the retail food 
market and a county map showing 
population, retail sales and News- 
Sentinel coverage. These come in 4 
sturdy file folder for accommodation 
of future releases. 


No. 2004. How One Business Went 
to War. 

Here is an interesting booklet, 
which shows how the management 
men of one company evaluated the 
approaching problem of conversion 
to war production, early in 194) 
guessed what might happen to 
|\many peacetime products, and 
what was done about it. Issued by 
Business Week, the booklet tells the 
story with illustrations of the com- 
pany’s advertising, and encloses 4 
smaller booklet, giving the entire 
plan in detail. 


No. 2059. Memphis: The City, I's 
Markets and Its Newspape' 
Memphis Publishing Comp:n) 


has issued this new analysis of th 
Memphis market, which is ille¢ 
with facts about the growth anc 
business activity of the city anc 
trade area. Tables show wholesale 
|}and retail sales, a list of the impor- 
‘tant wholesale and retail outlets, 
and a circulation analysis which 
gives the county-by-county cover 
age of the Commercial Appeal anc 
the Press-Scimitar. 


No. 2050. Straight from the Horses 
Mouth. 
The United States News re! 
|in this folder, the results of a m°s* 
|zine preference readership surv®> 
on 1,457 key men in official W°s"- 


ington. 
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poem Se. 


At 7:55a.m. December 7th, 1941, the people of 
Honolulu and the Territory of Hawaii changed 
: completely from peace to a wartime basis. So 
did Hawaii's leading newspaper, The Honolulu 
Star-Bulletin. 


Circulation has doubled since the attack. 
: We have doubled our war news, elim- 
7 inated non-essentials, geared our facil- 
; ities to covering the war and cooperat- 
' ing with the war effort. 


This has been done for ten months un- 
ed der conditions that exist nowhere else in 
he America. The blackout has completely | 
ts altered our mode of living. Busy men x 
o1 and women depend on evening hours for ‘ 
-- reading, and the evening Star-Bulletin 
still is their most important medium for 
cet today’s news today. 


BUT—in spite of war conditions in Hawaii, 
in retail sales have jumped to an all-time 
tes high: 25 per cent greater than the first 
per eight months of 194]. The countless 
thousands* of more people here with 
money to spend are brand-name consci- 
af ous. Like long-time residents, they give 
re reader-preference to The Star-Bulletin. 
bee Hawaii at peace was a receptive market 


ing 


ws for nationally advertised products. 


na 
on 


Front-line, wartime Hawaii -- teeming with 
ent activity, vital to the war effort--is a bigger, 
let, more receptive market today than ever before. 


* A military secret 


Honolulu Star-Bulletin 


O’MARA & ORMSBEE, INC., MAINLAND REPRESENTATIVES 
NEW YORK e CHICAGO e SAN FRANCISCO e LOS ANGELES 
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... AND YOUR °43 
ADVERTISING NEEDS 
THESE 5 OTHER 
TRUE STORY 
EXCLUSIVES”! 


Regardless of what other Magazines You Buy —Your ’43 
List cannot Work its Hardest without True Story! 


beep YEARS AGO, True Story was born—a product of 
the same market expansion that first made “Wage Earners” an 
articulate, spending and separate unit of population. 


Old line magazines have never reached this vital market with any but 
a minor proportion of their circulation. 

Basically different itself, True Story has attracted readers basically 
different from those of other magazines comparably efficient in their 
fields. That’s why True Story has maintained its position as the 
biggest and most efficient medium for reaching and influencing Wage 
Earner families. 

The importance of those readers today, plus the hard-hitting job 
True Story does amongst them, makes True Story a MUST for 1913! 


Study True Story’s 5 “exclusives”. See for yourself if you do not 
agree that a magazine list today, to be at top efficiency, must include 
the one magazine with these exclusive qualities. 


More and more important advertisers are agreeing! Examples: ‘The 
first True Story issue in °43 shows an 18% gain in advertising over 
last year! More and more new “blue ribbon” advertisers are “draft- 
ing” True Story. In the last few weeks 7 of America’s top advertisers 
have added True Story to—or substituted True Story on—their lists. 
It's °13°s best buy! 


Here’s PROOF of True Story’s 
Pulling Power! 


oor’? . . er . coreg . 

True Story jumped my 52% gain for Karo True Story gets the credit 
sales of Woodbury Powder Syrup, thanks to True for that 94% rise in 
100% in one week!” Story,’ reports Lyle Gillette Thin Blade sales. 


George J.Sauber,Arpan) Hans, manager of the —DonC. Mattison, Brad 
Drug Company, Philadel- Ideal Grocery, Lincoln, field Pharmacy, Lincol: 
phia, Pa. Nebraska. Nebraska. 


Figures show sales increases when True Story Ad-Di splay 
Cards, and nothing else, were added to simple mass displays. 
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November 23, 1942 ADVERTISING AGE 


e Wage Earners 


At 2 the Cost of the Average 
1 aa Of the 11 other leading magazines... 
far less than any single one! 


ay ha «ee BS 
~ ae 


You Won’t Find True Story, except in rare cases, in the You Will Find True Story being bought and read by Wage 


tomes of tax-cramped, white collar families. True Story simply doesn’t talk their 
unguage. And these are the families whose income is down...who, all over the 
‘ountry, are being foreed to curtail their expenses more every day. 


Earner families like this. Their income and buying power is up...in facet they get 
69¢ out of every war dollar! They are forming new buying habits now...and 


the place to reach them is in their magazine — ‘True Story! 


November Newsstand Sales 


ARGEST IN 5 YEARS! 


10th consecutive issue to show commanding 
gains over previous years! 
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Place Limitations 
on Size of ‘Time 


and ‘Life’ for ‘43 


Kolynos to Compton 


Kolynos Company, Jersey City, 
N. J., subsidiary of American Home 
Products Corporation, has named 


Compton Advertising as advertis- | 


ing agent for Kolynos tooth powder. 


| Advertising for Kolynos tooth paste 
| will 
| Blackett - Sample - Hummert, 


continue to be handled by 
Chi- 


| cago. 


New York, Nov. 19. — Making 
good its promise of last week (Ap- | 
VERTISING AGE, Nov. 16) to announce | 
a plan for limiting the size of its 
magazines, Time, Inc., yesterday re- 
vealed that issues of Life will here- 
after be limited to 
cluding inserts but excluding covers, 
and issues of Time will be limited 
to 104 pages on the same basis. No 
limitation on the number of pages 
of Fortune has been made, but the! 
trim size of this publication will be 
reduced from the present 11% x 14” 
size to 10%x13”, effective with| 
the March issue. 

“In the very near future we ex- | 
pect the government to take further | 
steps to curtail paper,” 
Black, vice-president, said in ex-| 
plaining the moves to advertisers 
and agencies. “What this curtail-| 
ment is going to be and when it will | 
go into effect, we do not know, but | 
because we do not believe we)! 
should wait any longer, we have de- 
cided to establish a limit to the} 
number of pages which any issue of 
Time and Life may contain during 
the coming year, and to change the 
page size of Fortune. 


Howard | 


“Impression of Boom” 


“These limitations are being 
established because we do not see 
how on one hand a publisher can 
talk about fighting a tough war in 
his editorial pages, and then have 


the size of his publications give the | 


American people 
that there is a 
advertising.” 
“During the course of next year,” 
Mr. Black continued, “we will have 
to allow our editors a_ certain 
amount of last-minute leeway, for it 


the impression 
wartime boom in 


is always possible that an important | 


editorial story may break just as 
we are going to press. This will 
not happen often but when it does 
we believe that our editors should 
be allowed to bring out a 
issue... 

“When the conditions which ne- 
cessitated these new publishing 


larger | 


policies no longer exist, we will of | 


course, remove them.” 
Formal announcement of the limi- 
tations follows last 


week’s an- 
nouncement of a rate increase on 
Life, effective with the Sept. 13, 


1943, issue. The new rate is $10,000 
for a black and white page, with 
existing 13 and 26-insertion dis- 
counts unchanged, but with a new 
39-time discount of 10%, and an 
increase of the 52-time discount to 
12%. 

Presumably, no change will be 
made in the editorial operation of 
the papers, such as the recent issue 
of Time when the cover was remade 
three times to change the front- 
cover picture, in each case after 
substantial quantities of covers had 
been printed. 


| 


| 


To ‘Good Housekeeping’ 
Donald L. Curtiss, formerly pro- 

motion manager for Modern Maga- 

zines, Inc., New York, has joined 


132 pages, in-|Good Housekeeping, New York, as 


promotion manager. Mr. Curtiss 
succeeds Malcolm G. Rollins, who 
is now with C. L. Miller Company, 
New York. 


| 
} 
| 
| 
| 
| 


|in an extensive list of newspapers 


tive a The jabel Libbey-Owens Advances 
on the new cleanser is similar to} 
‘that for Parson’s prewar ammonia, | Holland and Compton 
although different colors are used.| In a recent realignment of its 
It sells at the same price. | sales force and a bo a special 
ms : ; | wartime industrial sales department, 
: Tracy, Kent & Co., handles the| Libbey - Owens - Ford Glass Com- 
aceon. |pany, Toledo, has appointed C. W 


| 


| Holland, formerly manager of in- 


will tell housewives about a new Pfluger Promoted fxg oF gy Bey Bd pon oy oly 
substitute for ammonia, Parsons | Walter Pfluger, Rumford baking | quarters in San Francisco. R. C 
Ammonia Company announced this| powder’s district manager for met- Compton, formerly sales manage: 
week. The new item, Parson’s|ropolitan New York, has_ been has heen named manager of th: 
household cleanser, is now being|named district manager for all of gan Francisco district. 
introduced to retailers. | New —s and the — Fel 
kn te ort ‘ _|territory has become a part o e 

pene te eS Oe oe England district. Mr. Pfluger | Names Macfarland 

a i sr ~\ will continue to operate from his| The Camping Magazine, pub 
~out™ for the duration, the company | office at 17 Battery Place, New York |lished by American Camping As 
said. Parson’s substitute acts like|City)§ Rumford baking powder is a | sociation, has appointed Macfarlane 
the familiar product and is de-| product of Rumford Chemical|Company, New York, as easter 
scribed as “a combination of effec-'’ Works, Rumford, R. I. representative. 


New Household 
Cleanser Brought 
Out by Parsons 


New York, Nov. 19.—Advertising 


BOOK OF MEFERENCE THROWS LIGHT ON 4 
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WKVD 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


vow JOO0 warrs 


The unique position of WEVD 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by — 

(1) The feature boxes of news- 
paper radio program pages. 
(2) The large number of 
famous advertisers on the 
station continuously year after 
year. 


Ask for ‘‘'Who's Who On WEVD 


sent on request 


WEVD 


117-119 West 46th St., New York, N.Y. 


Push Your Business Where People Haye the 
Meney sad Are ns Buying Mod! 


Spokane Daily Chronicle 
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Ink Makers Blast 
luckies’ ‘Green Is 
Off to War’ Story 


New York, Nov. 19. — American 
Tobacco Company's plans for a new | 
Lucky Strike package, eliminating | 
the familiar green used heretofore, 
drew a blast of criticism today from 
the National Association of Ink 
Manufacturers, which asserted there 
is “no shortage of printing ink 
which could prevent a continuation 
of Lucky Strike green.” 


| 


Referring to the story published | 


in last week’s issue of ADVERTISING 
AcE, David A. Sloane, secretary of 


the association, said: “There always 


has been and there still is, enough 


of the green in the bins of printing 


ink manufacturers and enough raw 
material to manufacture it, to sup- 


ply the deep green formerly used | 
on the Lucky Strike package.” 


“Back to the Shelves” 


“How Lucky Strike green has 
gone to war, as stated in teaser an- 
nouncements, we cannot possibly 
understand,” Mr. Sloane went 
“Lucky Strike green has gone back 


to the shelves of the printing ink | 
; manufacturers. 


“We do not know when this new 
package was conceived, but there 
has been no shortage of the green 
ink used on the Lucky Strike pack- 


| that cut. 


on. | 


age at any time this year, and none 
is now anticipated. 

“It is true that in April of this 
year a conservation order was is- 
sued cutting chrome greens, of 
which Lucky Strike green is manu- 
factured, to a 70% use of 1941; and 
then an amendment came out effec- 
tive July 1, 1942, which restored 
Certainly in 1941 Lucky 
Strike could not have been antici- 


pating any shortage, and since our 


1942 consumption is based on the 
1941 use, there needed to be no an- 
ticipation of a shortage during 1942 
And, the action of WPB in restoring 

ithe cut indicates that WPB did not 


anticipate any shortage of this 
material. 
“We do not know from which 


| printing ink manufacturer or manu- 


facturers the printers who print the 
Lucky Strike wrapper formerly 
bought their inks for the deep green 
used on the package. We are con- 
fident, however, that if those print- 
ing ink manufacturers had _ been 
consulted, they would have assured 
both Lucky Strike and its printers 
that there is sufficient green avail- 
uble to print the package as it for- 
merly was.” 

As reported last week (ADVERTIS- 
ING AcE, Nov. 16), Lucky Strike 


broke news of a change in its pack- | 


age with teaser announcements on 
“Information Please,” asserting 
merely that “Lucky Strike green 
has gone to war.” The new package 
of the famous brand will consist of 
a brown tint simulating gold to 
replace the gold bands, and a pure 


ade pape’ 


yertisement 


white background 
present solid green. The red circle 
carrying the Lucky Strike name 
will continue as heretofore. 

The radical packaging change 
will be widely promoted, on the 
air, in publication copy and with 
point-of-sale display material. The 
new package is reported already on 
sale in a few spots throughout the 
country and its use is expected to 
spread rapidly. 


WPB Cracks Down 


in place of the 


on Printer for 


Evading Ink Order 


Washington, D. C., Nov. 17.- 
Charging Greater Buffalo Press, 
Inc., Buffalo, N. Y., with having 


violated an order restricting the use 
of organic pigments in the manu- 
facture of printing ink, the War 
Production Board this week denied 
the company all priority assistance 
tor a six-month period. 

According to the = suspension 
order, the Greater Buffalo Press, 
which used no organic pigments for 
ink making during 1941, operated 
“under the assumed name of Chem- 
ical Process and Supply Company” 
and accepted deliveries of and used 
in ink manufacturing 4,000 pounds 
of yellow organic pigment and 4,000 
pounds of red organic pigment be- 
tween March 30 and July 1, 1942. 

During July and August, WPB 
added, the company used = 4,400 
pounds of red, 14,000 pounds of 
yellow and 7,200 pounds of blue 
organic pigment in violation of 
orders 


Elect Officers 


of Associated Dailies 


Richard S. Jackson, New Haven 
Register, has been elected president 
of Associated Dailies of Connecticut, 
at the annual meeting in New 
Haven. John Sudarsky, Hartford 
Courant, was elected vice-president 
and Herbert Peterson, New Britain 
Herald, appointed secretary - treas- 
urer. 

©. G. Andrews, member of the 
advisory committee of the Ameri- 
can Newspaper Committee, dis- 
cussed curtailment of newsprint 
during the course of the meeting 
and Austin Purves Jr., staff mem- 
ber of the Connecticut State De- 
fense Council, addressed the group 
on blackouts as they affect news- 
paper plants. 


‘Liberty’ to Add 
New Features 

Effective with the Dec. 26 issue, 
Liberty will appear with many new 
features, according to Paul Hunter, 
publisher. In addition to a new 
cover design, there will be “more 
stories, more articles, more depart- 
ments and more pictures.” The 
magazine's literary style will fea- 
ture “simplicity and clearness.” 

The revamped content will con- 
sist of 30% more pages and about 
60% more fiction. Every issue will 
contain a special 16-page section 
devoted to a 22,000-word condensa- 
tion of a popular book. Mr. Hunter 
mentioned the expectation of a 
minimum newsstand gain of 200,000 
copies. Current circulation is 
1,100,000 


If it’s 
COVERAGE 


you want... 
TAKE 


NEW HAVEN 


The Register blankets Great- 
er New Haven vith a 96.4%, 
coverage ... and the 31 
surrounding towns with an 
average of 78.1%. 


What could be a better buy 
than "New England's Favor- 
ite Test Market’? 
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Henkes for Chambers 

Owen W. Chambers, national ad- 
vertising manager of the Illinois 
State Journal and Register, Spring- 
field, Ill., has been appointed pro- 
motion manager of the Pittsburgh 
Sun-Telegraph. Walter H. Henkes, 
advertising director of the Spring- 


| 
| 


field paper, has succeeded Mr. 
Chambers as national advertising 
manager. 


Federal Adds Two V. P.’s 

Federal Advertising Agency, New | 
York, has named Gilbert H. Wil-| 
liams and MacGregor Ormiston | 
vice-presidents. Mr. Williams, copy | 
chief, and Mr. Ormiston, art direc- | 
tor, will also serve on the agency’s | 
plans board. 


“WFDF Flint Michigan advises 
whistling to help one’s morale.” 


| Companion. 
| concentrate 
cheese 


5,000,000 


$400,000 Chest 
Backs New Dairy 
Magazine Drive 


Dairy Association Also 
Has $27,500 Fund for 
Research Studies 


(Picture on Page 51) 
Chicago, Nov. 18.—The advertis- 
ing program of the American Dairy 
Association began to roll this week 


|}as magazine copy appeared in Life 


and the November issues of Ladies’ 
Home Journal and Woman's Home 
The current insertions 
on butter, although a 
advertisement also appears 
in the Woman’s Home Companion. 
The copy, presented by more than 
farmers,” the punch 
generated by an advertising appro- 


is 


| priation expected to sweep over the 


$400,000 mark this year. Cooper- 


|ating in this year’s drive are two 
| more states, Missouri and Arkansas, 


which made deductions for adver- 
tising during the first half of Octo- 
ber and swelled the total of ADA 


states to 13. It is expected that 
Michigan will make deductions dur- 
ing the first part of December. 
Besides the magazine advertising 
effort, the association has provided 


extensive point-of-purchase mer- 
chandising aids. 
Explains Objectives 
In a_ statement explaining the 


campaign, Owen M. Richards, gen- 


eral manager, asserted that the 
association’s campaign was under- 
taken on the assumptions that: (1) | 


There will be many substitute foods 
offered during wartime and that 
oleomargarine, filled milk and other 
imitations of dairy foods will be 
promoted extensively; (2) that 
preparation must be made for a day 
which will come after the war, 
when dairy shortages turn into sur- 
pluses; (3) that dairy producers 
must not forget that their market 
is fundamentally a domestic one— 
that Lend-Lease won't last forever; 


and (4) that the dairy market is 
one which remains only at the 
behest of a continuous advertising 


and merchandising effort. 

Mr. Richards also revealed that 
the association will place greater 
emphasis on research. This 
been a hot subject in dairy circles 
for some time, with many far- 
sighted dairy producers insisting 
that more research be done on dairy 


has | 


foods in order to combat the con- 
sistent work being done in com- 
petitive fields. 


Use $27,500 Fund 


The association has a new allo- 
cation of $27,500 for research, this 
amount being added to the unex- 
pended balance of three 3-year re- 
search projects for which funds 
were appropriated previously. The 
$27,500 is to be divided between a 
research project under the supervi- 
sion of an outstanding pediatrician 
in determining the nutritional value 
of butterfat (cost: $25,000), and 
another project involving $2,500 
which will be in collaboration with 
member companies of the American 
Butter Institute. The latter project, 
to be conducted by Dr. Lydia M. 
Roberts of the University of Chi- 
cago, will study a natural food diet 
experiment on adults, and the 
$2,500 will be used to provide dairy 
foods. 

Mr. Richards also reported that 
the number of national advertisers 
who will participate in “related 
food advertising” will be doubled 
this year. This term means coop- 
erative mention by companies such 
as the Minnesota Valley Canning 
Company, the American Gas Asso- 
ciation, General Foods and others. 
Last year more than 40 advertisers 
incorporated butter, milk or cheese 


Mthodl the 
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Mount Rainier would be 


a very strange landmark 


for Seattle 


Anp without the middle-income* families. 


you would have a very 


strange and inade- 


quate coverage of the Seattle market. 


This city of the Pacific Northwest boasts 


126.410 families. 


Of these. 70.916 are in 


that middle-income group. 


Two out of every five of these Seattle 


middle-income families 


read THe FAMILY 


Circe weekly (Starch Consumer Magazine 


Report). 


If you want to get your sales message to 


them 


(and to middle-income families in 


other important population centers) include 


THe FAMILY CIRCLE. 


* $1000 to $3000, 


NO, THANKS 


No sewed wer collec tor us hanks 


Mt La Guard 


HERE is how Americans can “stretch” their rations 
-and ENJOY their coffee, too 
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Spurning Mayor LaGuardia's suggestion 
that fresh coffee be combined with old 
grounds, Silex Co. ran this copy in New 
York dailies to tell how finely-ground 
coffee and the Silex ''Coffee-Miser’’ filter 
can stretch rationed supplies. Grey 
Advertising Agency handles the account. 


promotion in their advertising, Mr. 
Richards says, and the 1942-43 num- 
ber will be close to 80. 


‘WISCONSIN CHEESE 

MEN ENDORSE PLAN 

| Fond du Lac, Wis., Nov. 17.—The 
Wisconsin Cheesemakers’ Associi- 
tion at its annual convention here 
last week pledged continued sup- 
port of the cheesemakers in the 
dairy products advertising program 
of the American Dairy Association 
of Wisconsin. 

The Wisconsin ADA at its recent 
ennual convention in Wausau 
adopted a resolution favoring state 
| legislation to provide compulsory 
|check-offs for all cheese plants, 
| creameries and other milk-receiving 
outlets for payment toward the 
|national advertising program. Less 
than half of the plants now con- 
| tribute, it was contended. 
| The cheesemakers voted approval 
of an expanded program, together 
with a new scale of dues ranging 
from $25 to $100 per member, based 
on the amount of milk handled 


‘Two Join MBS 
Harry Trenner and George Mait- 
land Chambers have joined the 


sales staff of Mutual Broadcasting 
System, New York. Mr. Trenne! 
formerly was sales manager of 
WNBF, Binghamton, N. Y., while 


Mr. Chambers was a member of the 
national advertising staff of Barron's 

-The National Financial Weekly 
Mr. Chambers replaces John Mitch- 
ell, who has been commissioned an 
ensign in the Coast Guard. 
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KAUFMANN FABRY 


425 8S. WABASH AVE. CHICAGO 


ges RRR hi ite eo ‘ 7 eae Deane ss apt 3 = ~) ir 2 get 2 hp be 5 a i, Es i ee seat eles sae ae "~ “ ‘ ie ee eet: Cae ae ge 
ie : . Re: ‘ . i : - r ; ° oe way f ; Briere Se ie x oe - a alae ” ‘re Ps . a pe: be 5 ing cee cher aa 
¥ = es a 
| 4 
Jos ~ 
= 4 
a TC TT™—TT.CVCCC‘C(‘“#‘SSC Po 
' 
a | SS a OSS 
i = fom omy me aqaee Tart denen = 
“s | ‘woatteccce Seepwems jib uranyl 
a a a (te en one 4 pay be mye ek SS 
a ae: ——someae =6Soscean ans «(meee 
a . ole iy = mea = = ply 
— ee ee 
| ee = : am (=== 
— = Se ae aeaannt antes ee 
os oe «ror om SS 
os : an —_—_—_—_—_——————— ee a wee a 
on ; ae - _— qu enee cumress 
_ ' pity a 
4 e — x Pa 0 oltre 
bs a . _ ——— | c] — cm — a 
| " me A) 
; \e : A LY 
ae Goa a 
boas) Ira ks | 
a“ ; Ay / 
oy -Y/—-\\——_ 1-1} ee 
a | ee nenneunuaen 
oe Sipe en ee EG RR RR 
hy ae eS 
ee we 
ci wie a 
a. 
Ya ee | ee 
a 
Be. ee es 
Eo 
me 4 
par 
1 i aa 
io ey 
eats 2. 
_ pe 
al N 
| , “Se | : 
; * ry / 
ea ve j 
eal. t oth Bs 
as : t ‘ a > ae 4 SS 
Pi RE Bhs ea Rg EE a ‘ “ 
. e re x oe i MC EE. So oe ee eS | 
asia. ‘ S j . > 3 ae oe a ise “ae ae | 
, ates 3 od =. cai tea fares Ee 5 Cea 
ae * y : ah ~~ - ie ze OR gh tee Ss i iy 
- — r i 4 i 
Laks Pig a sles ; r sy a | 
ae ‘ ‘ { 5 y 4 ‘ 
ree aa he Be i 
om — te } . _ SS “ | 
a _ = | 
at eae dita — R =. 4 
; P i ; ‘% . | 
; ¥ ys # ’ ge 4 *y st ah pe. © ‘ ie soo , r , 
i -areet @ Chef ie 
“5 - ’ ee ie ia 
i, ie gle - ina ss pre 7 : a * { eee. 3 eter / 
ar 4 J - ; # 5 eS Be e . a ae J _ e 
- ¥ : ee : Ls ae x a. : : Sf Se oR s 3 j st et % oe , oe. e : bo » 
| ie ‘ : ‘3 ‘ . Ry: ee career om . Bo . ba re: : ; ‘ , y 
¢ . oe % : ty : eRe. R/S 
= . : : er) a ° e \\ a os Be i ea Pe. + <a : " 
4 j ~Z 2 : i ‘\ : oe ote ia cil ; or ow q. : 
p, & ¥ Hip 7 : Fah 4 aie ~~ 4 E r 7 
Sas ; - .# f : ee 2 ae i oe ’ * 
ee a ey. oe . Fx l ; ee Be ‘ } 
“_ ay eg. ee a 
5 # Res te : pai. = J i. iis 
Se wns, eed : * Sage A a ee Fi 4 . 5 ° Pike. “ 
: het ; — = cs i ee elias ™ ey ee g T 0 C K 
“) = 4 ' . < es ‘= ba io te: 
Z s - e we oe " r ae R a ae 
¥ # , i 1 % * » > —— 
$ : : j * ¢ Weg a 
ap. . : ‘ r 3 See ae i 3 x = wet ts ’ ee. 3 “og 
> - : _ % : ‘ ” # 2 . ae a 
E 2 * # ‘ a q z a = ae j 3 pial ‘ -" — Writ for — 
. a 4 ek AS 3 ae x Se +e . ag Re fe ‘3 oe ret ae 
wi $ Z aS >} SSS > x: 3 S CS — . | 
| o ; a - . — - 4 SS 
a ; “> 
ar: ie 
Ss ae . 
a ue os J ; ; “ . “ 7 Frey f i is 
e Epes 9 4 % ie a. A ; * i eho ‘ = i sf yl 7 uf : x ge . at tor he ¥ e: ™ . beh . : f ee hep or i: 7M . bi $ ; i F wad ge : “ ied 3 ome oe ote = i Fe a pu be = a 
fi. eAbrah Bea 3 EG Gi oe RE OH SR i bo Raat eae amr Ai Agee eae SR RS Sere ie ae F thm! ape 
hn 4 Pend as Chen"? oe) Se en pc] Ne Re fee 5 uly ins eRe ae ine “er sn a ate i emg: a eS Re Se ic 5 Re oe eet «fe Ne ae eee 


November 23, 1942 ADVERTISING AGE 


Advertisers hnow 


“AU? Comes FIRST 


% 
9 rAVEL Advertising Observation of 19 Standard Size Major Newspapers aa ie 
- : so 
WT. 
1” 


. ie 


1 
YY ZZ 
of Pe wg 


ASA i 


*“AOQ-— Advertising Observation 


I. M. Clark, Inc., nationally known research organi- 
zation, from 1939 up to 1942 made independent continuing 
studies of 19 of the nation’s greatest newspapers. The chart 
.. above depicts the average observation per 100 lines of all 
the readers interviewed for all of the advertising in all the news- 
ids, papers thus studied. 


The study included 19 standard size newspapers in 
— ten of the twelve largest cities of the country. 


Naturally in view of its superior reader observation” the dominant position of the 

Herald-Traveler in adv ertising acceptance follows as a matter of course. For fifteen consec- 

ee utive years this newspaper has carried more total advertising than any of its Boston com- 
“4 petitors and ranks among the top papers of the nation in advertising performance. 


b In Botton ts 
: HERALD- TRAVELER 


* Represented by George A. McDevitt Company. 
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November 23, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. am 


Delete ‘Hell,’ Reader Asks | been partly brought out of a condi- 


To the Editor: I enjoy “Rough 
Proofs” so much I’m asking you to 
leave “hell” out of your big list of 
available words. It appears in the 
Nov. 16 issue, second item. 

Let’s maintain high standards; 
the world needs them. 

BERNARD G. WARING, 
Philadelphia. 
v v v 
Business Hobby Fixation 

To the Editor: A sparkle of sense 
percolated through my cranium 
when I read the recent comment in 
“Diary of an Ad Man” about being 
in a business that caters to people’s 
hobbies, and about how much 
people will spend on their hobbies. 

I got to thinking of another type 
of queer person, of whom you may 
know a few. This is the fellow who 
started a business virtually “in his 
hat,” and who to his dying day will 
spend his last dollar to keep the 
business cultured and_ prettified 
whilst grinding down his employes 
and economizing in countless other 
ways. In other words, it is his 
baby, and to nurture it, everything 
else can go to pot — including his 
decision to pass up a much-needed 
vacation for himself and his family. 
Here you have the perfect example 
of the business and hobby fixation- 
ist combined in one. He went with- 
out a meal at the start—and would 
have himself and others go without 
a meal at the end. Ain’t life great? 

A. C. BELL, 
New York. 


7 | © 


Favors Lengthy Copy 

To the Editor: We have sub- 
scribed to your paper for several 
years and we have thoroughly en- 
joyed every issue. 

I am writing this letter to say 
that we here find “The Diary of an 
Ad Man” of very great interest and 
wish you would convey to him our 
compliments. Also compliment Copy 
Cub for us. We get a laugh out of 
his shrewd, penetrating comments. 

I was prompted to write by what 
the Ad Man said in his note under 
date of Oct. 21 regarding the ‘“con- 
genital fear” of lengthy copy in 
advertising. I have argued this 
point among school men for many 
years and have the satisfaction of 
seeing some of them begin to change 
their publicity into a more readable 
and informational form. 

Another opinion I hold is that the 
advertisements being put into the 
newspapers and magazines nowa- 
days by different companies, the 
general tenor of which is “We are 
proud of our employes and what 
they are doing in the war effort,” 
is bad advertising. It shows too 
clearly to all the reading public 
that the members of the manage- 
ment still consider themselves en- 
tirely separate from and superior to 
the working force. That is short- 
sighted, in these changing days, 
especially with labor reaching up 
for a voice in management. 

WALLACE M. BAYLIss, 

Booth & Bayliss School, Bridge- 

port, Conn. 

v v v 


British Rule Not ‘Curse’ 


To the Editor: “The Diary of an 
Ad Man” proves the axiom, “Shoe- 
maker, stick to your last.” For it 
would seem that he is overlooking 
the provisions of the Atlantic Char- 
ter and tilting at windmills if he 
worries too greatly about the inde- 
pendence of only one colony. Why 
only India? Certainly the natives 
of the Dutch East Indies, Indo- 
China, Madagascar, Algeria, Mo- 
rocco, Tunisia, Libya, etc., by the 
same token are also justly entitled 
to independence. Precious United 
Nations lives are being spent at the 
present time to give the benefits of 
freedom to these people. Therefore, 
why guarantee return of all French 
and Dutch territory and denude 
Great Britain of hers? 

What gets me is that so many 
of us are so lightly tinctured with 
historical facts that we can only 
visualize the benefits of indepen- 
dence to a land which, at least, has 


Be 


' that 


tion of famine and chaos, and per- 
mitted to elect its local administra- 
tors, its executive council, enjoys 
female franchise and complete reli- 
gious freedom, in addition 
modern industrial and agricultural 
status. 

I also question whether our 
diarist knows that India pays no 
taxes to Britain, either direct or 
indirect, but rather, during this war, 
has cost the British public millions 
of dollars for its defense against 
Japan. 

There are many other facts about 
British rule in India which might 


to aj} 


| 


serve to convince the unprejudiced | 
that the rule of the white man has | 


not been an unmitigated curse to 
these strange peoples. 

One thing stands out. We can 
expect more help from the British 
in fighting a foe which would oblit- 
erate us from the earth than we 
can from Mahatma Gandhi, whose 
recent invitation to the Nipponese 
was to take over its population of 
388,800,000. 

Wo. W. Ayre, 
New York. 
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The Winner! 


To the Editor: To prove to you 
ADVERTISING AGE _ is 
beneficial to us, as we have stated 
many times, we picked up an idea 
from Page 31 of the Nov. 2 issue, 
showing the Olson 


it a little further. 
We are enclosing copies of two 
OO LE LO Of im fm fm im fm fm fm fm 
Select 
Kolliners 


for 


Clothes 


Over 50 Years of Service. 


Fe ee ee Ll i i 
me ee eee ee ee eee ee 


Ne a a a ee Se ee ee See eee” See See” 


KOLLINERS 


Distinctive Apparel 
for 
Men and Women 


advertisements we ran, the first the 
night before election, the other the 
night after election. 
to this was better than we expected. 
L. B. KOLLINER, 
Kolliner’s Inc., Stillwater, Minn. 
v v v 


Honors Radio Program 
To the Editor: We believe that 


ithe full page advertisement pub- 


lished in the Detroit News Nov. 3 
represents the first time that a radio 
sponsor has utilized a full page of 
paid space on behalf of its radio 


| programs. 


ee Etat 3, 


A great deal has been written and 
said about Cunningham Drug Com- 


pany’s “News Ace” broadcasts from | 
ithe standpoint of the 


number 
programs used each week, and their 
productiveness as an _ advertising 
medium. 

That these “News Ace” programs 
really stand for something in this 
community is proved by the award 
made by the Detroit stations to 
Cunningham’s, as well as the pub- 
lished testimonials from the mayor 
of Detroit, the chairman of the War 
Savings Committee of the State of 
Michigan, the vice-president of the 
Detroit Board of Commerce and the 


managing directors of the War | 
Chest. 
Both our client and ourselves | 


have made these “News Ace” broad- 
casts available to all national, state 
and civic agencies as well as to the 
war effort, so that all worthy causes 
and campaigns know that they have 
an important radio setup at their 
command. 

The actual presentation of the 
plaque pictured in the advertise- 
ment was made by D. C. 
Murray, president of the Adcraft 
Club of Detroit, to Nate S. Shapero, 


president of Cunningham's, at the 


ge 


| 
} 
| 
| 


Rug Company | 
“election” poster, and then carried | 


53rd anniversary dinner of Cun- 
ningham’s on the evening of Nov. 3. 
LAWRENCE J. MICHELSON, 
Simons - Michelson Company, 
Detroit. 
~~ F F 


Taking a Ride 


To the Editor: Enclosed is a 
tearsheet from the Rochester Times- 
Union, illustrating another reason 
why make-up men go crazy. 

To ride or not to ride seems to be 
the question, and I wonder which 
advertiser will win. 

Ep RANDALL, 

Rochester Sun, Rochester, N. Y. 


Speaking Up 


To the Editor: I work in the ad- 
vertising department of one of the 
biggest companies in Chicago and I, 
together with every other member 
of the department, am participating 
in the payroll deduction plan for 
the purchase of war bonds. Also, 
I, together with many of my as- 
sociates, am the proud wearer of a 
10% button indicating that 10% or 


YES AND NO 


| 
| 
| 
| 


The make-up man put these two adver- 
tisements together in a recent issue of 
the Rochester Times-Union. 


more of my salary is going for this 
purpose. 

The point I wish to make is that 
I have so far failed to see another 
such button on any agency man or 
any advertising media man who 
has called on our office—and we 
see plenty of them, especially the 
latter. The thing about it all that 
gripes me particularly is that I 
know these men, generally speak- 
ing, make more money than do 
members of advertising depart- 
ments, like myself. So I fail to 
understand why the big pay fellows 
in the advertising business such as 


the media and agency men are no! 
participating in this important fea- 
ture of our government victory pro 
gram as are we small fry who wor! 
for the companies which pay th 
salaries of the agency and medi 
men. 

I am sure you get the point an 
I hope that you make something , 
it editorially. 

ONE OF THE SMALL FRY, 
Chicago. 


7, © F 
A Rapid Growth 

To the Editor: You flatter us- 
and you’re in good company. Pav! 
V. McNutt, Dr. Parran, governme: 
officials, business leaders, and lab 
chiefs have applauded and encou: - 
aged the growth of Blue Cross pla: 
for hospitalization. 

And we have grown rapidly—’ 4 
approved plans in 200 cities, son 
statewide, cooperate with 3,06) 
member hospitals in solving the 
health problems of workers in 15( 
000 businesses. Our total enro!)'- 
ment today is eleven million su! 
scribers—they join at the rate §f 
ten thousand a day, not 5,000,010) 
overnight. 

See Page 24, Hospital Manag: - 
ment advertisement, in ADVERTISIN 
AcE for Nov. 16. 

C. Rurus RoreMm, 

American Hospital Association, 

Chicago. 
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Clopay Employes Join in 
Payroll Plan 100°, 

A spirited “Sock Hitler” war 
bond campaign recently conducted 
by Clopay Corporation, Cincinnati, 
has resulted in the company’s nearly 
[00 employes signing up 100% to 
buy war bonds under the payroll 
eilotment plan. 

In each department, a sign show- 
g Hitler’s likeness was surrounded 

pinned-on fists, each of which 
epresented one department. As 
ynembers of each department bought 
nds, the fists were moved closer 
Hitler’s head. When the depart- 
nts reached 100% the fists 
rcked” Hitler. 


om eo re Ss eS oe = 


. . ’ 

Begins ‘Radio News 
Brown & Williamson Tobacco 
rporation has begun publication 
a new house organ, “B & W Radio 
jews,” designed as a contact be- 
een the company, its agency, Rus- 
M. Seeds Company, its sales 
ree and customers. “Radio News” 


mnerywon 


is edited by Monte Randall of the) 


Seeds public relations department, 
and will be issued monthly. 


Piret Named Ad Manager 

Adam Piret, formerly advertising 
manager of Winthrop Chemical 
Company, New York, has been 
appointed advertising and sales pro- 
motion manager of Rare Chemicals, 
Inc., Flemington, N. J. 


‘OPA Starts Price 


Evasion Fight 
Against Stores 


Grocery Chain Denies 
Violation of March 
| Ceiling Prices 


Minneapolis, Nov. 18.—As 
“first case of its kind in the country, 
|the Office of Price Administration 
this week fired its opening salvo 
against C. Thomas Stores, Inc., Min- 
nesota grocery chain, charging vio- 
lation of OPA ceiling prices, cutting 
of quantities to evade ceilings, falsi- 
| fication of ceiling prices, and failure 
to post March, 1942, top prices. 

In opening the case in federal 
district court, Donald F. Pratt, 
/counsel for OPA, charged that de- 
| spite the opportunity, the defend- 
ants did not avail themselves of the 
right of petition for price ceiling 
changes on items the government 
contends were sold above ceiling 
prices. Instead, he claimed the 
stores changed company records be- 
| tween inspections. He said that on 


53 of the 62 violated items, nota- 
tions such as “new pack,” “no ceil- 


|ing,” and “not carried in March,” 


were written in pencil on the mar- 
gin alongside the item prices. 

Mr. Pratt presented affidavits 
from two OPA investigators show- 
ing figures on items the government 
claims were sold at prices in viola- 
tion of ceilings. The government 
asks a temporary injunction re- 
straining the stores from exceeding 


|} the maximums. 


the | 


Reduced Weight, Quantity 


Besides raising prices on certain 
items above March, 1942, levels, the 
government contends that on other 
items packages were sold in reduced 
weight and quantity at the previ- 
ously prevailing prices. Items of 
this nature were introduced as evi- 
dence. 

Mutual Wholesale Food & Supply 
Company, supplier of C. Thomas 
Stores, is also named as defendant, 
as well as officials of the two com- 
panies and managers of 62 outlet 
stores, 32 of which are in Minne- 
apolis and St. Paul. 


Defense Attorney R. H. Fry- 
berger declared: “The stores handle 
more than 2,500 items and are 


charged with price violations on 62 
of these items, mostly spices. We 
will contend that no violation exists, 
and that accusations that our prices 


were posted in the wrong places and 
marred by fingerprints are natural 
in any store where a serve-yourself 
system is used. We have had more 
than 100 changes in managers due 
to war service drains—it’s hard to 
teach new managers in a few days 
what they should spend weeks 
studying.” 

At the close of the two-day hear- 
ing today, Judge C. H. Nordbye 
took under advisement the OPA 
petition for a temporary injunction. 

Attorney Fryberger, in his closing 
argument, pleaded that the chain 
should have a chance “to get our 
house in order.” “In these times, 
especially,” he said, “there should 
be a more cooperative spirit, not 
only on the part of the government 
but also by persons upon whom the 
government seeks to enforce regula- 
tions.” 

Defense of the C. Thomas Stores 
was that they had attempted to live 
up to ceiling regulations but short- 
age of experienced help, and fre- 
quent changes in personnel and in 
the regulations themselves, made 
this impossible. 


Joins Lewis & Gilman 

James B. Mackenzie, formerly 
president of Fox & Mackenzie, 
Philadelphia agency, has been ap- 
pointed art director of Lewis & Gil- 
man, Philadelphia. 


iPaper 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


Wherever guns and bombs fight back at out- 
law nations, there you'll find the indispensable products of Ameri- 
can pulp and paper mills. Champion wades deeper and deeper into 
this struggle every day. It provides pulp for explosives, map and 
blackout papers, carton stock for shell containers, paper for food 
containers and waterproof wrappings for munitions. Champion also 
supplies business and printing papers to Government and to war 
industries, and develops paper substitutes for certain critical ma- 
terials. Until the last Axis gun is silenced, Champion will be in 


there piling up the things we need to whip the enemies of freedom! 


Former Employes 
Applaud Pesco 
for Those Checks 


Cleveland, Nov. 18.—The page 
which carries news of the boys now 
in service is a popular feature in 
many employe magazines. these 
days. But it is doubly so in “Pesco 
News,” published by Pesco divi- 
sion of Borg-Warner Corporation, 
according to S. E. Voran, advertis- 
ing manager who serves as editor 
of the magazine. 

The reason is that the Pump 
Engineering Service Corporation, 
manufacturer of aircraft accessories, 
has a novel plan for keeping in 
touch with former employes, now 
numbering more than a_ hundred, 
who are in the armed forces. This 
plan is built around a “Pennies from 
Pesco” fund which is supported 
largely by “small change” contribu- 
tions. 

This fund makes it possible to 
send monthly $10 checks to the men 


now in uniform. In addition to 
being a worthy gesture, the pro- 
gram pays dividends in retaining 


the loyalty and good will of former 
employes. More than that, it has 
been found to be a positive contri- 
| bution to the morale of workers 
within the plant. 


A “Swell Gang” 


“The men who have left,” says 
Mr. Voran, “certainly do appreciate 
| these checks. They send back very 
| sincere ‘thank you’ letters, usually 
mentioning that the money came in 
very handy and that the gift reas- 
| sures them as to what a ‘swell gang 
|of people’ they were associated with 
while at Pesco.” 

The letters provide excellent ma- 
terial for the company’s internal 
| house organ and each issue has been 
‘carrying a feature article built 
around interesting excerpts from 
these letters. Small cartoon sketches 
based on the quoted passages 
‘enliven the pages. The publication 
is sent regularly to the men who 
| have left to join the colors, thereby 
| becoming a clearing house of news 
for the boys as they become scat- 
|tered to widely separated points. 
SS 
Lawson Named President 

Hugh H. Lawson, executive direc- 
|tor of York Knitting Mills, Toronto, 
|/has been elected president of Cana- 
dian Woolen & Knit Goods Manu- 
facturers Association. H. G. Wat- 
son, of Newlands & Co., Galt, is 
vice-president. 


Names Rickard 


Rogers Diesel and Aircraft Cor- 
poration, New York, has appointed 
| Rickard & Co., New York, as adver- 
| tising counsel. 


CAPPER'S WEEKLY 


Announces 


A New Copy Testing 
| Service! 


*LOW COST! 
*QUICK RESULTS! 
*SIX STATE COVERAGE AREA! 


Test your copy before re- 


leasing your general list. 


Save money and insure re- 


sults for your campaign. 
Capper’s Weekly famous for 
its pulling power on coupon 


and direct mail copy offers 


you this opportunity with 
its new COPY TESTING 
SERVICE .. . available on 


advertisements of 85 lines or 


larger. Write Capper’s 


Weekly for complete infor- 


mation on this result 


pro- 


ducing new service. 


TUPPER WEEKLY 
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Adds M&S Division 


Mitchell & Smith, Inc., 
has appointed Livingstone Porter | 
Hicks, Detroit, as advertising coun- 
selor for the company’s new di- 


felt insulation products, Pyrofelt, 
and Minfelt insulating cement. The 


ity crowns and M & S 100% 
Smith. 


To Become Monthly 

Air Progress, New York, formerly 
an annual magazine, then a quar- 
terly, will be published monthdy 
beginning with the February issue 
on sale Jan. 5. It is a Street & 
Smith publication. 


agency also handles the M & S qual- | 
pure | 
corkboard divisions of Mitchell & 


“cA ()” 


Comes 


FIRST! 


See Page 19 


anal Court Decides 


| 


| 


Against Networks 


vision, which manufactures mineral | 


in FCC Case 


Both CBS and NBC 
Will Carry Issue 
to Highest Tribunal 


tribunal disagreed with a decision | 
that the network suits had been 
filed prematurely. Both William S. | 
Paley, CBS president, and Niles| 
Trammell, NBC head, said that! 
steps will be taken immediately to 
carry the latest ruling to the Su- 
preme Court. 


FCC Within Powers | 


The three judges sitting in the} 
case ruled that the FCC was not 
exceeding its powers in imposing | 
the new regulations. The rules are 
neither too vague for enforcement 


/nor do they violate free speech as 


New York, Nov. 17.—Admitting 
the proposed Federal Communica- | 
tions Commission’s regulations| 
would deal a death blow to option | 
time contracts which “limit the 
power of a network to assure large | 
adver ‘tisers of the time of all affili- | 
ates,’ a special federal statutory | 
‘court here yesterday nevertheless 
dismissed suits filed by Columbia | 
| Broadcasting System and National 
Broadcasting Company, which 
sought to enjoin the FCC from en-| 


forcing its new rules. 


In dismissing the complaint the) 
court granted the two networks a 
stay until Feb. 1, 1943, or until 
pending arguments are completed 
before the U. S. Supreme Court. 
The statutory court was reversed 
earlier this year when the higher 


contended by the networks, the 
court said. 
Despite the fact that elimination 


of option time contracts would im- 


| pose a limitation on networks’ com- 
| mercial 


activities, the court ob- 
served, “It is possible that present 
|contracts give networks a strong 
hold on the industry to keep down 
competition. td 

“Time alone can decide the suc- 
cess or failure of the regulations,” 
the decision said. 


KWBW Joins NBC Net 


Station KWBW, Hutchinson, Kan., 
has become affiliated with the Na- 
tional Broadcasting Company, giv- 
ing NBC a total of 140 outlets. The 
station is operated on 1,450 kilo- 


cycles with 250-watt power. 


Admen in the 
Armed Forces 


Serving in the 
Pr aa public relations 
' department at 
= Maxwell Field, 
Ala., air forces | 
training center, | 
are Ist. Lt. Rob-| 
ert G. Jennings, | 
prewar vice- 
president in| 
charge of radio} 
t for H. W. Kastor | 
& Sons Advertis- 
ing Company,| 
and Corp. Elmo 
Israel, formerly | 
production manager of Station WSB, | 
Atlanta, Ga. 
Ronald Bean, artist with Henri, 
Hurst & McDonald, who has been 


Lt. R. G. Jennings 


taking the camouflage course of the | 
Art Directors Club of Chicago, has | ing Kimball, 
been inducted into the Army and | 
| Massachusetts. 


will report for duty Nov. 26 


E. D. Sledge Jr., formerly a mem- | 


ber of the advertising department 
ot Coca-Cola 
ton, 
the Army. 

George A. Harder has been 
granted leave of absence from his | 


HELBOUK veaches the 


e Read by wives and their husbands — 
whose one or more young children mean 
draft deferment, continued employment, 
continued buying power! 


Your Market 
for TODAY 
and TOMORROW 


Se ENE. dt 


Somebody 


market for today . . 


). Who reads REDBOOK? 


dren... 


sand readers? 


A. REDBOOK’s circulation for 
was 1.620.000... 


than $2.00 per thousand. 


to surveys it has a greater 
“passed on” 
magazines .. 


two other magaznes. 


makes them your market for tomorrow! 


A. Both women and men. . 
married group with one or two small chil- 
the families which are and will be 
held intact, during and after the war. 


Q. What does REDBOOK cost per thou- 


making the delivered cost 
of a black and white page advertisement less 


Q. Why is REDBOOK an outstanding buy? 


A. REDBOOK has a low rate per thousand . . 
it reaches today’s and tomorrow's market 
.. it has high reader interest .. . according 


circulation than any but two 
. it has made very large news- 
stand gains in defense cities . . 
record of best sellers approached by only 


has to 


MAKE the guns! 


We all will answer the call if our country 
needs us at the front. But it looks now as if 
the married men with young children will 
be among the last to go. That means they 


will keep on working .. . and SPENDING. 
REDBOOK reaches more than 1.500.000 
young wives and family men. They are your 


. and draft deferment 


. the younger 


October, 1942 


percentage of 


. it has a 


| University Dec. 10. 


Company, Wilming- 
is now serving as captain in | 


duties as advertising manager of 
| Westinghouse Radio Stations, Inc., 
| Paneeeee, to serve as a captain 
with the Army’s chemical warfare 
service. 

Hollis F. Peck, manager of ths 
public relations department of Joh; 
Morrell & Co., Ottumwa, Ia., ha 
been commissioned a lieutenan: 
(jg), USNR, and has been orderec 
to report for training at Princeto: 
Lt. Peck wa 
formerly with the public relatio: 
department of the Chicago Surfac 
Lines and with Ahrens Publishing 
Company, Chicago. 

Jack ten Bosch, assistant me:- 
chandising manager, Hawaiian Pin: 


|}apple Company, San Francisco, h 


been commissioned a second lie) 
tenant in the Army quartermast: 
corps. 

Francis J. Earley has resigned 
from his post with the Kimball Sy:- 
tem, Lowell, Mass. He also resigned 
his position on the board of dire 
tors for the duration. Before joi: - 
he was inspector | 
outdoor advertising for the state 
He is now in the 
naval reserve, stationed with the 
general detail office in Boston, wi'h 
the rating of yeoman, third class 


OPA Puts Photostats 
Under ‘General Max’ 


The OPA has ruled that blue- 
printing, photostating and simila: 
photographic methods of reproduc- 
tions are covered by the general 
maximum price regulation and not 
by the special regulation, MPR No 
225, for pricing printing and printed 
paper products. 

“In cases where such services are 
furnished in connection with book 
magazines, newspapers and period 
cals, they are exempted from th: 
price control act and from all pri 
regulation,” the OPA ruled. 


Reay Joins Cairns 

| Phyllis Reay, formerly in charge 
of fashion copy for Franklin Simon 
& Co., New York, has joined the 
| copy staff of John A. Cairns & Co., 
New York. 


BALTIMORE 


“siti yo 
‘ BOOMING 


In Baltimore 
Consistently — 
Reaches and 
Influences 
- the cream of your. 
il sales potentials — 


600 Kc. 


“BS basic since 1927 


PAUL H. RAYMER CO. 


National Sales Representatives: 


N 
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Starting from white there are as many shades and tones 
of gray as the artist and engraver can produce. Black and 
white is really a keyboard of color! Note what the artist . . . 
aided and abetted by our ingenious engravers .. . has done 


to add flexible color values to this black and white page. 


We are known as color engravers, and our full color work 


appears constantly in the national magazines; but we take 


a special pride in putting “color” . . . by well balanced 
negatives and skillful etching . . . into black and white 
reproductions. Our expert knowledge of color values enables 


us to work with the artist to get more reproductive sock 


from what is commonly ... but incorrectly . . . called 


DEUTCH 


“one color.” 


STEPHEN 


From coast to coast, agencies and advertisers who demand 


uncompromising quality in their engravings, send their 


2 


OGRAPH — 


work to us. If your problem is to get more “color” value 


PHOT 


from black and white, let us show you what we can do. 


CHICAGO DOE NGRAVERS 


SNED BY ED BOEHMER 


COLLINS, Os, INC. 
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| Additional replies from advertis-| using a younger man who was | although we are a war industry 


Advertisers Tell How to 


Solve Manpower Problems 


Manufacturers Least 
Affected by Shortage 
of Ad Personnel 


[Editor’s Note: This is the third 
of a series of articles detailing the 
findings of an ADVERTISING AGE 
investigation of the manpower situ- 
ation in the advertising and related 
fields. This investigation, in which 


BOOKLETS 


LOOK 
CATALOGS (<s$sGs rl 
FOLDERS cost 
LESS 
SALES HELPS | 
ey a | 
IMPROVED OFFSET | 
Laurel iihocrarut. 


COMPLETE COPY & ART DEPARTMENTS 


LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


and typical 


r } 
several hundred advertisers, adver- 


|tising agencies and media cooper- 


ated, revealed that advertising and 
related personnel has shrunk con- 
siderably as a result of the war, and 
may be expected to shrink further. | 
The ADVERTISING AGE study, how- 
ever, is not designed as a statistical | 
report, but rather as a collection of 
impressions, reactions and solutions 
to the problem which may be of | 
value to the field as a whole. | 


By S. R. BERNSTEIN 
Chicago, Nov. 18. — Interesting | 
replies of advertising 
managers to the manpower study 
being conducted by ADVERTISING 
AGE were reported in the Nov. 16 
issue, indicating that in general the 


| problems of advertisers have been 


mitigated considerably thus far by 
the shifting of duties from adver-| 
tising departments to advertising 
agencies and by the elimination or | 


/ curtailment of such functions as the 
| preparation of dealer help material 


which normally requires consider- 
able manpower in the advertising 
department. 


ing managers are presented in this 
third article of the series, in which 
typical expositions of the problem 
and interesting comments on the 
manner in which it is being worked 
out are given. 

The advertising manager of a 
very large company, 
engaged in 
pioneered in and won exceptional 
commendation for its vigorous insti- 
tutional advertising, reports. the 
loss to the armed services of five 
men from an advertising and public 
relations department of 30, which is 
normally composed of an _ equal 
number of men and women. 

“We do not expect to lose many 
more of the men because they are 


| all older and with families,” he con- 


tinues. “Furthermore, they are 
engaged in war work to the extent 
that many of them are working on 
technical and informative literature 
which is being distributed to other 
industries which are now working 
on war jobs. Much of this literature 
is of the how-to-do-it variety. 

“It has been difficult to fill the 
places of the men who have gone 
In fact, we have doubled up some 
of the work and have not filled all 
of the places. In two _ instances 
we found older men with families 
who were willing to come with us 
and in one other instance we are 


Auto parts maker vesterday 
AIRPLANE PARTS MAKER TODAY 
Auto parts maker tomorrow 


Farm values and incomes in the 
Toledo area are highest in Ohio. 
Toledo is a great and busy in- 
dustrial city. Industry and agri- 
culture make it Ohio's DOUBLE- 
VALUE market--and the Blade 
covers this market. 


Today he’s in the money. As one of Toledo’s 75,000 
industrial plant employees, with their $150,000,000 
annual earnings, he is able to buy the things he 
wants .. 


. substituting whe 


re necessary. 


The familiar trade names he has learned to prefer 


may...ormay not... be among today’s shortages. 


Will substituting now mean acceptance later of new 


brands? ... or will the old brand names be protected 


and demanded by him during a post-war period? 


That will depend upon the promotion effort you put 


forth now to hold his present preference. 


TOLEDO 


BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


turned down by the Army in his} 
physical examination. 

“I think the changes we are now | 
making will have a _ permanent} 
effect on our department to only a| 
limited degree. It is quite likely | 


|that when the boys come back we} 


completely | 
war work, which has | 


will make changes and adjustments 
to bring at least some of them back 
into this department in the type of 
work they prefer.” 


Uses Borrowed Help 


L. E. Meyer, advertising manager, 
International Cellucotton Products 
Company, reports that to date he 
has lost one out of three men in 
the advertising department to the 
armed forces, and expects to lose 
one more. 

“The duties of the one who has 
already left have been divided up 
to a certain extent, principally 
among girls in the department,” he 
adds. 

“It just so happens that a consid- 
erable part of our work has been 
eliminated so that we have not had 
to add any more, either men or 
women. Whereas we formerly had 
three men and five or six girls in 
the department, we now have two 
men and three girls. 

“We find that, in general, when 
we have ‘peaks’ which are more 
than our own department can ab- 


and the agency is not. 

“We are now interviewing severa 
young women with B. J. degree 
who will work directly under my) 
assistant in industrial relations, and 
we hope will be able to take ove 
some of the advertising departme: 
routine. Otherwise, we are _ re 
scheduling routine and reorganizin 
departmental procedure by cuttin 
down a great deal on direct mai 
eliminating unnecessary correspo! 
dence and the like.” 


Others Give Picture 


A. A. Reiff Jr., advertising ma) 
ager, Mentholatum Company: “VY 
anticipated our sole personnel lo 
to date and took on in a responsit 
position an excellent young man b 
a ‘physical defective.’ We should 
able to carry on even if we k 
another man or two, especially 
we have eliminated much of t! 
direct mail work.” 

Other typical replies which pn 
only give an insight into person: 
problems and their solution, | 
which in many cases inclu 
enlightening information about a 
vertising and marketing operatio 
in general, include the following: 

H. Boersma, advertising manags 
Holland Furnace Company: “V 
tually all of our advertising 
handled by an agency. So far ; 


sorb, we are still able to borrow 
help from other departments in our 
company, or in some instances let 
some of the surplus work out to 
letter shops, printers, or other serv- 
ice organizations which have such 


facilities available.” 


Small Departments All Smiles 


Those advertisers who have 


|always maintained small advertis- 


| ager. 


|The Silex Company: 


ing departments and 
agency service almost entirely seem 
particularly carefree as far as 
advertising manpower is concerned. 
Typical answers from advertisers in 
this fortunate position include the 
following: 


H. S. Thompson, advertising man- | 


ager, Miles Laboratories: ‘‘Person- 
nel problems have had very little 
effect on my particular department. 
As you probably know, our depart- 
ment is a small one consisting of 
sales manager, assistant sales man- 
ager, sales promotion manager, 
superintendent of salesmen and— 
last but not least—advertising man- 
Work beyond what we are 
able to do or supervise is done by 
our advertising agency. Inasmuch 
as four of the members of the sales 
and advertising department are well 
over the draft age and the fifth is 
married, with dependents, 
not anticipate any immediate inter- 
ference with our part of the work. 

“Our agency has had a little trou- 
ble and this is one of the times 
when we are glad to let some one 
else worry about manpower short- 
age.” 

Frank Wolcott Jr., vice-president, 
“All our ad- 
vertising work is done by the 
agency so that we are not faced 
with the problems about which you 
inquire.” 


Agencies Called On 


L. H. Ashe, advertising manager, 
E. R. Squibb & Sons: “We are not 
facing the problems you have enu- 
merated, because we have never 
maintained a large and specialized 
advertising department. We _ rely 
almost wholly on the services that 
are extended in this direction by 
our different advertising counselor: 
and agencies, and maintain but < 
very small advertising department 
within our own organization. 

“As a consequence, we have not 
suffered any loss in manpower as 
yet, and have been able to carry on 
all of our advertising activities very 
much as in the past.” 

James W. Irwin, assistant to the 
president, Monsanto Chemical Com- 
pany: 

“We have lost three men from the 


advertising and _ related depart- 
ments, and expect to lose three 
more, which will be all the men 


we have left assigned to advertising. 

“We are eliminating some activi- 
ties which might be called the 
‘frills, and we are turning more 
and more of the work over to the 
agency, which, for some _ reason, 
doesn’t have any of its men drafted, 


relied on) 


we do! 


our limited advertising departme) 
within our own organization is cor 

|cerned, the present emergency h 

little if any effect on it. Nor do w 
|anticipate any difficulties on th 
score. 

“We are at the present time cor 
| tinuing our advertising, although o: 
|a slightly reduced scale, our prese 
copy being of an institutional na 
ture. 

“We are releasing considerabl 
copy to the public with regard t 
the care and maintenance of thei: 
| heating systems and suggestions a 
to how they may obtain proper per 
formance and service as well a 
peak efficiency from their systems.” 

Charles W. Rice Jr., advertising 
manager, American Viscose Cor- 


Get Your Free Copy 

If you have anything to do 
with advertising, dealing with 
the transportation and distri- 
bution of freight, whether by 


rail, truck-trailer, water, or 
air, this free 50-page manuc!l, 
“A Guide to Effective Freight 
Trans>ortation Promotion,'' 
will be of interest to you. 
Write f-r your free copy to- 
day. Faciual data in this man- 
jai is based on a Ross Federal 
Research Corporation study. 
This manual discusses, among 
other things, opportunity for 
promotion of war and post- 
war freight services, influenc- 
ing factors in selecting of 
freight carrier service and 
problems encountered, whcot 
shippers want stressed 
freight advertising, and shows 
over fifty examples of current 
freight advertisements. 


Traffic Worl: 


420 S. Market Street, Chicago, /! 
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poration: “At the present time we 
have lost no people to the war 


effort. This is not because of any | 
good fortune on our part, but 


largely because this department is 
composed almost entirely of women. 
For this reason, it has not been 
necessary to make any revisions 
ince the reorganization of the de- 
partment early in 1942. 

“Aside from myself, the only 
ther man in the department is in| 
harge of the men’s wear division 
nd it is not possible to say at this 
me whether he will be drafted or 
ot. As for my own personal status, 
‘eneral Hershey says that I have 
t least until the end of 1943, if 
not longer.” 


Operations Curtailed 


| doubling up. 
work to the women of the depart- | “Fortunately 


L. P. Corcoran, advertising man- 
ager, the Hoover Company: “We 
have lost two men from the adver- 
tising department, Donald K. Col- 
vin, former advertising manager, 
who is now in service as a captain 
in the Army air forces, and Howard 
R. Bamberg, who left to accept a 
position with another company. We 
are not expecting to lose any fur- 
ther help in this department, and 
our present plans are not to take 
on any additional employes in view 
of the fact that our company is now 
converted 100% to war work, and 
our present staff can take care of 
our requirements. 

“Our advertising appropriation 
for 1942 was about 52% less than 
the previous year, and we hope to 
continue in 1943 with an appropria- 
tion of an amount equal to that for 
1942, but cannot say definitely at 


“We do not anticipate that any 
wartime changes will affect our 
permanent organization, because 


when the war is over we expect to | 


rebuild it to former proportions, 
perhaps even to expand it if condi- 
tions warrant.” 


Looks to Agencies 


F. T. Tucker, director of adver- 
tising, B. F. Goodrich Company: 
“Our advertising department has 
lost about six men to the armed 
forces or to our own company’s pro- 
duction department, and I expect 
that we shall lose two or three 
more. 

“Not all of the positions vacated 
have as yet been filled. We 


are | 
We are giving more |ager, American-Marietta Company: 


ADVERTISING AGE 


ment and we are reducing some of | 


the functions formerly 
| by the department. 
“One of our major advertising 
‘divisions, the division handling all 
B. F. Goodrich aeronautical adver- 
| tising, is now being handled by a 
| woman—a former secretary to the 
/man who had charge of this work. 
| “I note that the personnel of our 
agencies has held up pretty well 
and if there is any permanent effect 
|of the present personnel problem 
facing us, I feel that it will be in 


performed 


| the direction of obtaining from the) 
work for- | 
|merly handled by men in our own) 


|agencies assistance on 
|advertising department.” 
R. A. Ornberg, advertising man- 


this department 


has | of 


not suffered greatly from loss 
of personnel to the armed forces. 
The last one being the manager to 
whom you addressed your letter 
who was promptly replaced by 
yours truly. 

“Of course, we are more or less 


impervious to the draft with about | 


70° of our department being wo- 
men. We do not know how long 
the rest of us will remain behind 


/and at such time as they are forced 
to leave they will undoubtedly be 
replaced by either women or older 
men. An interesting sidelight in 
this department is that the ten of us 
average in the middle twenties in 
|}age and the main part of this staff 
has been employed by this com- 
| pany for many, many years in spite 
their youth. They are well 


acquainted with their job as well 
as everyone else’s and in the face 
of an emergency would be able to 
assume and absorb the duties of 
anyone suddenly removed from the 
department.” 


Plans Father’s Day 
Campaign for 1943 


The campaign to promote Fath- 
er’s Day, which falls on June 20 in 
1943, will be a “fighting Father's 
Day” program, planned by National 
Council for the Promotion of Fath- 
er’s Day, New York. A budget of 
$50,000 is to be raised through con- 
tributions from manufacturers and 
retailers in 21 industries. 

A. O. Buckingham, vice-president 
of Cluett, Peabody & Co., heads the 
fund-raising committee. 


this time as the appropriation has 
not as yet been settled. We hope 
to continue on with national maga- 
zine advertising and do not expect 
to have any further dealer or dis- 
play advertising. Our consumer 
advertising has been cut down to 
a minimum as well.” 

J. V. Conlin, Ray-O-Vac Com- 
pany: “The war manpower prob- 
lem has not yet struck our adver- 
tising department because we have 
a very small organization. Natur- 
with curtailed operations for 
civilian products and the amount of 
merchandising, cooperation with 
dealers has been curtailed, not be- 
cause we want to do it, but because 
there isn’t sufficient stock on deal- 
ers’ shelves to merchandise ade- 
quately. Our entire national adver- 
tising has been and will be main- 
tained on former levels, but its 
approach will be tied in with the 
changed conditions of distribution. 


allv 


HOW TO MAKE SALES 
AND INFLUENCE 
PROSPECTS IN 
JACKSONVILLE 


on 


You don’t have to take a 
pondence course to learn how sales 
are made in Jacksonville ... just 
ask any local retailer! He will tell 
you that the bulk of the buying 
publie prefer the afternoon paper, 
and he backs up his judgment by 
consistently placing the greater 
portion of his linage in the 
JOURNAL. 


corres- 


— 


workers have come to 
ksonville from all parts of the 
intry and even the local retail- 
are surprised to see how these 
ew prospects take to the JOUR- 
NAL. The truth is they don’t have 
time to read anything but the eve- 
g paper. All are hard at work 
during the day and in the evening 
y relax with the JOURNAL. It 
diin't take them long to learn that 
JOURNAL provides complete 
ws, interesting features, and 
s them where to buy the things 
y need. 


ny war 


ey can be sold through the 


URNAL! 
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FLORIDA- 
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HN # PERRY ASSOCIATES, 


hit song in Baltimore, like everywhere else. At about the same time, another "Blue" 
was sweeping to the top in the Monumental City— only this one was to stay. It was the 

_ BLUE NETWORK combined with WCBM. As with “BLUES IN THE NIGHT," they domi- 
“nated every local home; because Baltimore wanted and liked them. Today, WCBM 
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OF CHICAGO NEWSPAPERS 
Month of October, 1942 
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| i HA HA 
| i Hi il ii) MA 
| i Il : Hi } : 


More than Iwice 


HI oo Hh 


Chicago newspaper 


HAA i] Mi Hi 
HAA AM 


the Daily circulation of any other 


QU Me lil aay ber Ct 


Does ae zz > ae "y sik gene ar 3S : 
gee ee z J 2 Miso ites. ee ys 
x ee o> we : Aa ni ie ' Rd re Es 
ao 2 por “ ats, i. ‘ al ms" i ‘ is 4 Sao 
eZ te ae te Fate 8g eg: ee (. oh pare Fe aed sa 
ss any ani bt 3 ae oN EHF elt yf AS 
; 


se e a - 
4 Hil | 
“a Wn), Bi 
a rf 
4 " ! Mi 
e ; | ' | 
Vaees ; | | | i 
i = 
; | | i 
| ll | 
es | | 
a ll 
“4 a | | | 
.. | : 
: i) i | 
‘ ron : | | . | il 
a | 
a - | | | | 
: i | | 
' 
va d | 
ie | 
t 
Pal Fy a | | | 
is AAA 
i H Hill iil! || | Ht 
a s 


27 


ADVERTISING AGE 


"LEST ‘49QOIIO 4940 OOO’SHT VEY 
210 JO ures & PUP—<IBIA JSP] 19GOIICO JOJ aBvIIAe 3Y) 49AO 000‘Z1 URYI es0u1 
jO ured & payuasaidas adei9ae 19G0}19Q “IU 94 T *sszadedsmoau Aepung o3P147 
sayjo Aq pasaaljap uRYI 220 OOO‘S9OS 93 OOO‘OPE Wo’ Sem 49qG019O sulinp 
uoyepnss19 aunqiuy Aepung ‘pred jau [e30) OOO‘OOT‘T 4940 Surselssay “yvuoU 
ay) soy YSry auN-]]e Mau ke JAS 19G0}9Q SULNP VOHR[NIID sUNGH | Aepung 


jUOHRNIIND suNnqUy Aepung UI 


ys1H{ 4290190 21 -11V 


000'002'! 
Y3A0 
aunguy 
Aepuns 
ofes1Y4D 


000'0€6 
NVHL SS31 


urdewy 


“PIeP?H 
Aepuns 


000'09¢ 
NVHL SSI] 


soul], 
Aepuns 


| 


nt 


Hi 


| 
| 


| 


Hii} 


WA 


| 


| 
|) 
/ 


a 


ZHET “4990320 
SUIdVdSMIN AVONNS O9VIIHD 


JO suorejnos9 [e}0} pied yau adesaay 


a i 


a 


November 23, 1942 


*VI1IIWIY UT ISIMO] 
ay} Suowe sie VOHRINIIID OOO‘OOT Jed sayey ‘ounqiuy 
ay} punose uoHowoId INOA pyIng “YayJeW OSedTYD 24} 
UI SPUN} SuIsHIIApe INOA WOIJ SUINJII WINWIXeU 395 OT, 


*paulIqwiod siadedsmau oses1YyD 
J9yI0 [Je Ul padeyd Avy? se yYOnu se AypedIeId 10—siaded 
“SMOIU OSBITYD Ul SIINJIPUIdxa ]e}0} JI9YI JO Y%Qp 9uNquy 
ay} ul padeyjd saasijaape poled sues ay) Sulinp yey) 
}e} DY} St UOTJISOd sQUNqIIT 9Y) SulsOIsJ9puUN JayUN 


*AJO}STY Ul POlsad ayI] Aue JO} Pea] JO 95e.U95 
-iad ysadivey 2YyI—%C*1g OF payunowe aseul] Sulswssape 
yO JUINIOA ][e}0) UT Jadedsmoau OSeITYD IX9U IY) JIAO Pk] 
s9UNGII] 94) ‘Iv9A STYI JO SYJUOW Ud} JsIY 9YI SulING 


*BUISIZIIAPE JO JUINIOA ][k}0} UT Adryssapesy] 
Suynunow saunqgisy 9Yy} Aq UMOYS SI Oe} SITY) Iz1USOIII 
Aayd weUL *SIISIJIIAPS OF} INTRA J9}jJ9q B JIAT[IP O} VIQGe SI 
}I ‘sdapead OF ON]RA J9}Iq & SIBAT[OP VUNGIIT BY) asNeKdIIg 


UAdVdSMAN LSTLVIUN S.QATUOM FHI 


mNgUIp, eins 7p) 


*WINIPEU OSEITYD J2YIO OU ST se—wWOJ J4SNOG pur—peaII 
pue 343no0g Jodedsmau ay) st sUNQIIT 94} ‘194IO 9Y} O} J94 
-IVUI SITY} JO PUP 9UO WOOL *OSvITYD JO Gingns pue pooysog 
-ySiou Al9A9 WO asUOdsaI S2INposd pur sajesajoued YSTYyM 
UOVYR]NIIID IWOIUT-]]e 4JaysVUW-] [Ny s1 UOVR]NIITD UNIT 


*sqangns pure OSkI1Y+ UT SatpIweEy ay) []e JO AdvsVAOD AyOfew 

jO JUaTeAINb| ay) ss3aATap YY Jodedsmau OSedIIYD 2U0 

ay) SI FUNGI] JY) ‘az1] JO Syyes []e UT ajdoad 0} Surjsas93uUT 
pue sanewsojur os Jadedsmau ke saonpoid 3 asnesag 

*SIIAT[AP VUNGIIT 94) 

YITYM JIIAJasS 9Y} AN]LA sJapeIs MOY UTe]d sayeu J] “smu 

Jy) JO} Ajar UBD AdYI YSIYM UO Jadedsmoau OSeITYD 9Y) se 
IUNGIIT_ 92 O} YOO] ssapvas Jey) jooid d1ydeis sapraosd I] 

*aaoge 

JIVYD IYI UI UMOYS SI JIIPIIA JIOYT *SIS9IIIUT JIVYI SAAJasS 

ysaq sodedsmau oOSed1YyD YIYM apap oF AjuNjIoddo ue 


aavy Jsampru IYI puK OSKITYD jo ajdoad ay} AVG HOVA 


*‘pauIquios stadedsmoau Aprep OSedTY,) 19430 O44} Aue ULY} 9I0W pue—jsdedsmou 
Ajrep o8eoryqg s9q30 Aue jo jeY} BqnOp URY} sIOUI sem J9qQ0}IQ suULINp UOH 
-e[NID Aprep [ej}O} suNqIIT, OSedTYD ‘pred Jou YOO‘OOO'T 4940 ONIOVUAAV 


MN 


i 


i 


| 


000'00r 
NVHL SS31 


000°062 
NVHL SS31 


| | I 


lh 


| 


) 
i) il 


| 


i 


| 
| 


| 


| 


| 


000°0S¢ 
NVHL SS37 


SMINT 


i 


| 


| 


WA 


a 


| 


000'06¢ 
NVHL SS] 


uedLIOWYy 


‘PIe2PH 


| 
| 


i 


000°000'! 
YIA0 


unqiy, 
oseoryud 


eS = are "I 

l | ‘= : 2 

| | | A + ii 4 , ; 

an _ HW a. 
| | ; i ij Ei 
bh ! il . =a 

| i il _— 
al = - 
_&g — 7 

, : | ae 
| | | | | ) 
a | | | Sine 
q rs 
i | es 
i) = _* 

i 

il | | | WNT NI mn | a 
ae Pa — 
| | 5 Buse ey lee 
| 
il AMAA HA | “a = 
elas =p 
PAA OF 
| ac 
LL iiiiiittit Xai igh. 
Ts i 
A } 3 
bis | 
A . a 
| a3: \ = 
a> — 4 
oe See Rey, Se Se ee i Siege oe : re ss. eee 3 7 Phi = ies 08> ' B baat me N: ue pF Sg Meee a 5 


28 


Adds Latin American B t M | aoe peg ~ — irom, in OCTOBER SALES OF CHAIN STORES 
. - addition to being ‘sweet. RIE * Gale an tls aa aa % Ga 
Guide for Buyers e ween Cd “Peanuts and raisins, if com- 1942 7 1941 tae 1963 sae 1941 
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or Loss or Lo 

A Latin American edition has dencxendl--ensetaaga-n-»-» diene Prinangdoud CT CTE CT ee ee 
been added to the 37 domestic | an excellent, highly nutritious war] 4 Kroger Groc. & se : ee 
directories published by Buyer's | nac § rge candy which could be readily dis- pak. Co... vesee 125,910 24,693,335 + 26 ° 316,407,789 380,008,218 
pont «agg a 7 —— ag ten te pensed in war plants—even uSiNg| jsafeway ......... 47,770,048 40,721.183 17.3 462,234,911 367,579,909 
guide, printed in spanish, Is being existin cand dispensin ma- semen — — . — —-—— — 
distributed to manufacturers, im- for War Workers promeg. y p g Group metal... .$ 90,081,027 $ 74,788,667 +20.4 $ 887,881,135 $ 700,121,784 

. . ams . . - -alac 5. Ma rder ; ; ae 
parters, department stores and sales At let-down periods, the blood | Sears, Roebuck...$ 97,976,998 $ 96,255,634 +1.8 $ 656,294,699 $ 698,053,110 
“epresentativ es in the ready-to- sugar tends to be low and almost eS errs 4,577,091 6,451,396 —29.0 33,044,012 3.358 484 
wear, accessories and house fur- . wi . as tMontgomery Ward 76,067,626 68,138,051 +11.6 479,491,049 483,811,149 
nishings fields throughout Central Labor Department e any food will ore & much nesded Group Total $178.621.715 $170,845 081 44.6 $1,168,829,760 $1,224,093,743 
and South America. Lists Recommendations | lift to one’s energies, she said.) yay chains eae ne : 

Murray Serman has been named F i| . S “Candy will do it; the sugar in car-|*Ccrown .......... $ 890,822 § 715,055 + 24.5 90.84¢ dij gs 61 135 
director of the company’s Latin-| ollowing survey | bonated beverages will do it. Far| W#!sreen ---.----- i ge am ripse ane deliiabapenaneaetaion 
American division. | better, however, is a snack which] Group Total.....$ 10,079,659 $ 7,903,524 427.5 $ 80,314,211 $ 68,761,135 

Albany, N. Y., Nov. 18.—The state | ~~ vides essential vitamins and|_ Variety and Miscellaneous i an id Se 
Labor Department’s division of in- | PTOVICES © emai . | Bond Stores .......$ 3,855,706 $ 5,589,872 —31.0 $ 35,346,266 $ 34,304,559 
Aituieh taidined whi th i : minerals at the same time.” Dis-|»}. Colonial sStores.. 6,962,093 5,016,174 + 38.8 63,817,304 46,169,656 
| a LA gore. , ~e: ities a "ie tribution of pick-up snacks to work- Ee Retail e6anes ett. 662.0 11.835.011 9,287,882 
| lem « ye a tee a cages k ns ers by every war plant is now be-| gaison Bros) 4599583 566 53.9 37,146,621 26,813,277 
See eee ees oF WOFKETS | ing urged by the Labor Department. | Fishman, M. ES... » wastes ee sana ans Rag gt 
in war industry plants, has now) o. Fost Baie Geren, = SeePoce pa saa cae 219 92°536.169 
issued a detailed list of recom- Other Food Needed ~~ ene gg ad aa “s'906 868 29.0 42,699,273 35,852,668 
mendations, containing suggestions | ; tinterstate Dept ae ” a6 niin aie 0:.000-6en 
and viewpoints of interest to ad-| The lunchbox continues to be the »ntares snene 3,975,262 +38 - were “a cee bas 
vertisers. | backbone of most workers’ lunches acm. 3. s ‘ + 21.9 150,518,249 130,707,113 
One point repeatedly stressed in | in the factory. The large majority | Kress, 8 iH e+ , : rer oa cae kas 55 
an article written by Dr. May R.| Of several thousand war plants in > vocal gaadeaat Ry + 49.0 44,979,144 34,486,580 ; 
Mayers, of the division, as well as| New York state are relatively small, | gMcLelian’ Stores . tee 6 ceknes 40 ba boone ; 
in a report of a study by the Di-| have no cafeterias, and even if they | lciie mon -170 42,401,323 36,896,015 
vision of Women in Industry, is the | Wished to, could not obtain cafe- | Murphy, G. € 31.6 pg Horry 4 
value of between-meal snacks for a | teria equipment because of priori- tie a 5466 222 +326 657,182,289 17,082,749 
“pickup” to maintain production at | ties. Penney, J. C.... pap i ete Byte 
a high level. Dr. Mayers character- “The problem here is to pro- | ger ol 3 w 32.614.238 +17.9 322,600,262 280,856,886 
izes such snacks as “invaluable in| Vide additional food in the plant to | cree 9.938.820 25.5 $1,677,561,907 $1,382.804,241 
eliminating mid-morning and mid-| supplement the lunch box, which| Group Total... .$215,295,521 $169,938,820 + 25.5 $1,677,561,907 $1,382,804, 241 
afternoon fatigue,” adding that “at| can be dispensed to workers con- Combined Total. .$492,077,922 $423,476,092 + 16.2 $3,814,587,013 $3,375,780,903 
night it is the only way some work-| Veniently at low cost; foods which | tour weeks and 40 weeks 
ers can keep awake, especially after | will provide the vitamins and min-| 4 Four weeks and 44 weeks 
a2. |erals especially which are ordinarily | tNine-month period 
» , m | lacking or deficient in the food they | [ORS Onin peri veoks 
“Peanuts and Raisins bring from home,” Dr. Mayers says.|___ - 
Recently a national insurance! “Such food supplements should | : Ti ae sa Pra i 
company providing compensation | always include milk.” | buy carbonated beverages, candy or still SS A pret 
insurance asked Dr. Mayers to sug- There may in addition “be avail-| whatever is available in the plant. eating wid ge r y, quol 
gest a pickup snack “which is in-| able fruit and fruit juices, tomato| Workers may buy as many as 10 or} in the —— ‘tom ; t is ‘ 
expensive enough to be distributed juice or other vegetable juices; hot | 12 bottles of Coca-Cola in the course The Labor cer ; ey 
to workers without charge; which! vegetables which can be passed over | of a day’s work.” sending a ee sa m _— sy 
does not spoil easily, so that it may|the counter in wax paper or as| She contends that a five-minute | nutrition, with an offer o Pc ne i- 
be kept three or four days, without | salads in paper cups; cubes of cheese | respite to partake of some between- ical, chemical and a ge = Poa - 
refrigeration; which is not a liquid,| to supplement protein deficiencies, | meal snack brought to the worker’s| ices, to asda company holding a 
and which can preferably be passed | and nutritious sandwiches, if there| bench “would not only step up pro-| war contract. 
out in a paper bag.” is a call for them.” duction but would actually diminish a aneences 
CCA, SYNDICATE chy “After much thought it was sug-| Dr. Mayers speaks of “a well-| time now lost from work for visits Names Stewart-Jordan 
STORE gested that a bag of peanuts and/| established tendency for workers to | to dispensing machines.” Diamond State Brewery, Wilming- 
MERCHANDISER raisins would meet all these re-/| leave their benches at frequent in- | Statistics showing increased PrO-|ton, Del., has appointed Stewart- 
79 Madison Ave., New York, N. Y. quirements perfectly,”” Dr. Mayers} tervals during the day—and even | duction by women eating three} Jordan Company, Philadelphia, as 
an aa | Said. “Peanuts are high in vitamin| more frequently on night shifts—to|rather than two meals daily, and|its agency. 
* 
| © 
Volcanic economic changes in St. Louis: It marks the first 
. 
. . round-the-clock 
—retail sales up $67,000,000 since last year 
operating schedule 
—50% jump in effective buying income over . . : 
of any St. Louis station. 
the year 1938* 
; , a al : It marks still another first 
—many an industrial worker’s living habits are f . , 
in St. Louis market-penetration. 
turned topsy-turvy 
* ; . . It underscores, once more, KMOX’ operation 
% —which means new periods of day and night for 
. . as ; “in the public interest’”— serving “all of the 
working, sleeping, shopping, radio listening. 
people all of the time.” 
Bi, . Only the insatiable human need for recreation 


: ‘ , : And it indicates, once more, why KMOX has 
and relaxation and instruction and entertain- 


; most listeners, most business of any station in 
ment remains constant, 


: this eighth most important market of the nation. 
BO ses 
*Sales Vanagement—Survey of Buying Power. 
on October 19th, 1942, station KMOX inaugu- 
. rated 24-hour radio service for its community. 
"4 Owned and operated by CBS. Represented nationally by Radio Sales: New York, Chicago, Los Angeles, San Francisco, Charlotte 
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ADVERTISING AGE 


Pension Plan, Cuts | 
for Paley, Klauber 
Are Proposed 


New York, Nov. 17.—The first 
move of a major advertising me- 
dum to pare salaries and other 
modes of compensation down to 
wartime ceilings, and to set up a 
pension plan, was announced this 
week by William S. Paley, president 
of the Columbia Broadcasting Sys- 
tem. Stockholders will vote on the 
proposals at a meeting Dec. 16. 

[The CBS plan, as revealed to 
stockholders, consists of four major 
proposals: 

1. A change in Mr. Paley’s re- | 
muneration, previously calculated 
on a basis of salary plus a share of 
profits, which amounted to $202,155 
in 1941 and would total $187,000 
this year. Under the new arrange- 
ment, Mr. Paley would receive 
$65,000, with no_ profit-sharing— 
which with taxes deducted would 
bring the CBS head within the con- 
fines of the $25,000 salary limita- 
tion. 

2. A reduction in the amount 
which would have been distributed 


this year under the network’s addi- | 
tional compensation plan, which | 
heretofore has operated for officers, 
executives, junior executives and 
other employes, and a change in the 
formula for the compensation. 


Pension Plan Bows 


3. The introduction of a pension 
plan, embodying death benefit fea- 
tures, for officers and employes 
earning more than $3,000 a year. 
This plan will cost approximately 
$280,000 (before taxes) during the 
first year, and will increase an esti- 
mated average of $16,000 (before 
taxes) per year during the next 
five years. Mr. Paley will partici- 
pate in this plan if approved. Use 
of part of the profit sharing funds 
for a pension plan was made possi- 
ble at the 1941 meeting, Mr. Paley 
recalled. 

4. The execution of a contract 
with Edward Klauber, chairman of 
the CBS executive committee, pro- 
viding for a reduction of his com- 
pensation. Mr. Klauber’s compen- 
sation will be reduced from $50,000 
to $25,000 annually, and a pension 
and contingent death benefits will 
be added. 

Under the proposed plan, CBS 
employes or officers who have been 
with the network for 30 months 
before the plan goes into effect, who 
are more than 35 years of age and 
less than 60, and earn more than 
$3,000 a year, are eligible to par- 
ticipate. The retirement date is the 
anniversary date of the plan nearest 
the participant’s 60th birthday. 

The benefits of the plan will be 
provided through legal reserve life 
insurance companies, and the bene- 
fits will not exceed 134% of the 
participant’s total adjusted compen- 
sation during his participation, or 
$15,000 a year, whichever is less. 
No annuity will be less than $120. 


95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


eptionally high radio ownership 
bined with the nation’s highest 


capita spendable incon 


come make 
TIC a sure bet for RESULTS! 


*Radio Daily April 10, 1942 


00, 
50.0 ah 


TROUTE TO AMERICA’S No. 1 MARKET 
Travelers Broadcasting 


of NBC and New England 
Regional Network — 
sented by: WEED & COMPANY 
York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 


Public Regard for 


U.S. Railroads 


Grows, CFAC Told 


Chicago, Nov. 18.—Public appre- | 
ciation of the work of the railroads 
has greatly increased in recent 
years, especially since the beginning 
of the war, Col. Robert S. Henry, | 
assistant to the president of the 
Association of American Railroads, | 
told the Chicago Federated Adver- | 
tising Club today. 

The need for improving public | 
opinion regarding railway services 
was recognized a good many years 
ago, he said, and measurement of 
the attitude of the public recently 
has shown a remarkable improve- 


ment. The advertising which the 
association has done in behalf of 
the industry is credited with a por- 
tion of the result, but the fine job 
which is being done under great 
wartime difficulties is regarded as 
the major factor. 

Col. Henry pointed out that rail- 
road traffic has doubled in the past 


| three years, with very little increase 
More traffic is being | 


in equipment. 
carried with less equipment than in 
the last war, as well as in 1929. 


In explaining why the association | 
|advertising is confined to national 


magazines, he said that each rail- 


/road has a specific story for its own 


communities, and is expected to tell 
it in the newspapers, without dupli- 
cating the national story told for all 
railroads by the association. 


Vitamins Plus 
Extends Schedules 

The 1942-43 Canadian schedules 
for Vitamins Plus will be extended 
to include newspapers, in addition 


to class publications formerly used. | 


The product is merchandised in 
Canada through McGillivray Broth- 
ers, Toronto, and advertising is 
placed through the Toronto office of 
Atherton & Currier. 


Judson Joins WPB 

W. W. Judson, general manager 
|of Northern Pacific Railway, has 
|been appointed chief of the new 
public services branch of the WPB 
program division. He will advise 
WPB Vice - Chairman Ferdinand 
Eberstadt on transportation, com- 
munication and similar public serv- 
ices. 


> 
Recruits Employes 

Bausch & Lomb Optical Company, 
Rochester, N. Y., will use Station 
WHAM, Rochester, every Sunday 
evening for 24 weeks to recruit 
employes for its plant, now engaged 
in war work. Each program fea- 
tures a different employe, who tells 
about the kind of work he did 
before the war and what he is doing 
now for Bausch & Lomb. 


Heads ‘Sun’ Promotion 


Lawrence W. Merahn, a member 
of the promotion staff of the New 
York Sun, has been appointed pro- 
motion manager, succeeding Rich- 
ard Swyers, who has joined Batten, 
Barton, Durstine & Osborn, Inc., 
New York. Mr. Merahn was with 
the New York Post prior to his as- 
sociation with the Sun. 


HOULDER to shoukler wit 
war fronts of thes 


steaming 
outs watch aboard «conte, 
the Arctic dark for Murmansk 

With the troops and crews and squadrons the correspon. 
dents face every hazard of war: gunfire and capture and 
pestilence, hardship and tension and tedium. They face 
these things at the rsh — = 


oy eeromgh 


= amy mili. 
ters for 


They 


sured on these pages are « representative few of that 
unarmed army of men whose dispatches bring us the 
truth. To them and their legion of associates in their own 
and kindred world.news services, to the soldiers of the 
press, the American war correspondents, this advertise. 
ment wa salute 
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4 worthy articles which accumulate home economists, a series of adver- 

Pabst Unveils New 


tisements is running in What’s New 
in Home Economics. Another series 
is scheduled for New York City 
Jewish newspapers. Poster panels 
went up in 69 markets last week. 


around a house. The copy-punch: 
“When we'd finished, I said to my | 
wife: ‘Whew! I’m thirsty.’ 

“*There’s some Pabst Blue Rib- 
bon beer in the ice box,’ she said. 


NEW PABST COPY 


a vary tly and Good’ 


ls Timely Story 


Copy in Extensive 
Newspaper List 


Chicago, Nov. 16.—The first ad- ‘Maybe the neighbors would like In trade advertising, it was em- ‘a 
vertising for Pabst Blue Ribbon some, too. I'll ask them!’” f S phasized that there are no short- 
beer since the Pabst Sales Com- or a nut rive ages, rationing, restrictions or pric 
pany’s account moved over to War- “33 in 1” Still Used ceilings on walnuts. Several adver- 
wick & Legler broke this week in The neighbors, naturally, were | tisements, planned before voluntary 


No Rationing—No 
High Prices, Copy 


between 100 and 125 newspapers. 
In full-page size, the copy keynotes 
Pabst’s new advertising strategy, 
selling beer with a war angle, yet 
avoiding capitalizing on the war. 
The first insertion pictures a 
housewife bringing a tray of beer 
and sandwiches to two men engaged 
in collecting the multitude of scrap- 


meat rationing, turned out to 

especially timely. They featured 

| walnuts as a “meat extender”’—suc- 

Tells Consumers |gesting their combination w 
|meats to make them go further. 

| Los Angeles, Nov. 18.—Planned McCann-Erickson directs the ac- 

months in advance when shortages | count. 

and restrictions weren’t making the} 

headlines, advertising of Diamond | 


he walnuts struck a timely note this | Students Enlist 


delighted. So, “Maybe that good 
mellow Pabst had something to do 
with it—anyhow, ever since we 
‘scrapped’ with our neighbors — 
they’ve been our closest friends.” 
The famous “33 in 1” copy—a 
hold over from the Lord & Thomas}! 
supervision—has not been scrapped, | 
evidently, because a copy box ex- 
plains that “Not just 3, nor 5, nor 7 


WE SCRAPPED WITH OUR NEIGHBORS 


.-- amd, ever since, they ve been our 
closest friends! 


or 8 brews—but no less than 33 week with the slogan—‘Plenty and|. e ’ 
Pe EMRE | master brews are skillfully ‘woven’ | good!” ~~ in Magazines 
Voice of the Tri-Cities | -—a—osa "This copy, which ran in a nationwide list | oe newspapers and outdoor adver-|’Wictory Corps’ . 
ROCK ISLAND - DAVENPORT MOLINE Radio Show Not Set of more than 100 newspaper, isthe Frat eee ot oatunt of ihe 
, : , advertising for Pabst Sales Co. since it ec At poor’  eanrouiantels the | New York, Nov. 16.—The Victory 6 
.@ any teves ths d it t to Warwick & | ©@MDe , , ximately ; ie ‘orps. spons a 
As many radio homes as Dela- The company believes that the; ™oved lis eccoun’ over mo ees amount of money will be + earn ore,  Speteenes ) be 


Legler. | Same 


ih we dias tanh ten d astic Publications, New York, pr 
rs c mgt ok gpd emo: accord=!and evolved as an_ educational "y 
foo Sag of ya California Walnut | Prosect to increase pupils’ knowl- 
oe se IE ne POR as ts | edge of the war effort in elementary 
American Houses, Inc., New York, Growers Association. Dealer serv- | grade and junior high schools, has 
vm a H. N. we — a aan ore ihe pane of ene | reported substantial membership 
reasurer to vice-president, and | manpower problem, gasoline ration-| gypansion in educational _institu- 
T. G. Barber from general sales | ing and other factors, but advertis- tions throughout the country 
manager to vice-president. Arthur | ing is almost equal to or, in some Pupils belonging to the VQ Co. 
Jones has succeeded Mr. Durston as | cases, ahead of last year’s. | eet ‘ 


ware. Nevada. New Mexico ‘copy can do a morale-building job, 
and Wyoming together. |C. H. Wolfe, advertising manager, | 


| told ADVERTISING AGE today. He fur- | Names Vice-Presidents 


ther said that the much-discussed 
}radio show for Pabst will not be- 
| come a reality until the zoning 


Affiliate: Rock Island ARGUS |regulations affecting beer distribu- 
ition are more clearly drawn. Pabst 
Basic Mutual Network § 


their with war 


copy will appear in magazines after 
1270 KC FULL TIME 


he said. 


the first of the year, 


treasurer. 


familiarity 
news, world geography, civics and 
government and civilian defense 
activities by answering weekly tests 
appearing in classroom magazines 


Uses Full, Half Pages 


Magazines which will carry Dia- 
mond walnut color copy this season 


include American Home, The Amer- pining Be ey ided with em vie sit 
ican Weekly, Better Homes and Gar- | ~ ip cards and classroom charts and vel 
dens, Good Housekeeping, Ladies’ | '©°*!Y© award memnpe for scores von 
Home Journal, McCall’s, This Week above the group average. i 
Magazine, True Story and Woman’s | 
Home Companion. Both full and| Hoag Named V. P. 7 
| bleed half pages will be used. Roto| Badger and Browning, Boston and is 
sections of New York, Chicago and | New York, rs — J. doe Hoag - 
iii: titaind aien wlio as vice-president and general man- a 
a papers are also on the cner. tae. Hoag aoe nen te the thr 
| Current copy in magazines points | #8ency business for the past 15 io 
See ayes? “|years and joined Badger and mi 
jout that there’s “no rationing on} Browning in 1937. His headquar- we 
walnuts—no high prices, either.” ters will be in the agency’s Boston col 
| Attention is called to the fact that) office. 
| tree nuts are the grocer’s Victory | —————— “CG 
| food special for the Nov. §-21 Tola Joins Four A’‘s Vi 
period. A _ small box repeats the The B. D. Iola Company, New th: 
1942 slogan and mentions the per | York, has been elected to member- by 
pound price. ship in the American Association of rec 
| To reach an _ estimated 30,000) Advertising Agencies. acc 
als 
| em 
wa 
of 
| ave 
Wa 
WHO WILL SELL ne 
F 
res 
YOUR PRODUCTS ‘ 
des 
bor 
AFTER THE WAR? - 
bal adc 
be 
Chi 
wil 
Wa' 
Will you have lost many of your dealers during 
the emergency? Will you have to acquire new 
dealers? Will there be a real scarcity of deal- 
ers, and those in great demand? How will you 
get your dealers and how will you HOLD them? 
These problems are sure to face you after 
America has “won the peace.” Just as we have 
helped many of the nation’s leading merchan 
disers build strong dealer organizations in the 
ant to t to past. so. too, are we planning to help during 
the post war period of readjustment. 
These are highly skilled, well-paid workers, a terrific backlog of purchasing power for Since our facilities are now devoted entirely to 
inspired by patriotism. They have made it the future. the production of war materials we cannot 
= geting ag ee ag ypc Boag te - Want to talk 00 thom cow? You con do it ete es the ngage al Signs of 
. : i best through The Detroit News. Fer it ic ong Life.” but we are planning now for the 
America . .. for Detroit News carriers to sell oat day when you will again want those striking. 
more War Stamps than any other newspaper survey-proven fact that Detroit's better attractive dealer signs bee: I 
, . . . se skilled workers have always favored The attractive dealer “oe “ ause they make for a 
carrier organization in America! Mowe. strong dealer organization and more sales for 
These—and more than one-half million p : : your product. (Proven by audited and certi- 
others like them—are pouring out the tanks, The News today—its circulation at a rec- fied surveys of our Customer Research Depart- 
planes, bombs, bayonets . . . turning famous ord-breaking all-time high—goes into 63.8% ment. Write for your copy.) 
automotive assembly lines into streams of of all homes in Detroit taking any newspaper 
deadly power . . . pacing America in the regularly! 
greatest armament output in human history. Here is an advertising opportunity that Artkraft* is Building for Victory. 
These workers make dynamic Detroit a can’t be beat .. . to talk directly to Detroit Soa oe eee 
vital, responsible market now—and, through at war... to tell and sell Detroit now and sos? 
the purchase of War Bonds, they are building in the future. wm 
LIFE 
The Detroit News -<) ly ARTKRAFT* SIGN COMPANY 
Tain. wi ak: Glee 6 o88 6 Fc ¥ GENERAL OFFICES: 900 E. KIBBY ST., LIMA, OHIO, U. S. A. 
"TRADEMARKS REG. U. S. PAT. OFF. 
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G-E SALES TALK 
BUY WAR BONDS 


a 


WE HAVE A VICTORY QUOTA TOO 


A BILLION DOLLARS 
OF PRODUCTION THIS YEAR 


om ree Counters ferent 


ELECTRIC 
q GENERAL@® ic | 


General Electric Co. merchandises war 
bonds in full-page newspaper space and 
probably will follow up with additional 
"Victory Quota” appeals. 


Heavy Promotion 


Due fo Bolster 
War Bond Sales 


New York, Nov. 18.—Vigorous 


support will be accorded the Treas- | 


ury Department’s plans for an in- 
tensified war bond campaign during 
the remainder of this year by lead- 
ing national advertisers, it was 
revealed here this week, when Gen- 
eral Electric Company released 
the first of a series of full-page 
advertisements in leading markets 
throughout the country. Interna- 
tional Business Machines and Alu- 
minum Company of America, as 
well as other companies, will also 
contribute space. 

The G-E copy features the slogan, 
“Only 44 more days to make your 
Victory Quota for 1942,” and urges 
that “everybody top that 10 per cent 
by New Year’s. 
recounting G-E’s 


war production 


accomplishments, the advertisement | 
also points out that the company’s | 
subscribed to the} 


employes have 
war bond payroll plan on the basis 


of $58,000,000 a year. Purchases 
average 10.3% of each employe’s 
wages. Leighton & Nelson, Sche- | 


nectady, placed the G-E copy. 

Enlistment of advertising support 
resulted from a direct request on 
the part of the Treasury, which is 
desirous of avoiding a slump in 
bond sales during the holiday sea- 
son ahead. It is expected that 
additional G-E advertisements will 
be released between now 
Christmas, and other advertisers 
will join the campaign in a big 
Way 


Crowell Joins Ayer 

James R. Crowell, New York pub- 
licist and author of several books, 
has joined the public relations staff 
of N. W. Ayer & Son, New York. 


the Ceciv Approach 


Mex, Solve Your Problem 


American business has grown great be 
ause it applied the creative approach to 
ivarlable resources. 


The creative approach takes stock of 


resources available and uses those some 
how to fill the needs. 


STRECHTYPE (trade mark) proofs are 
OUR creative approach to war problems. No 
new type is being cast. So by using the 
STRECHTYPE (trade mark) proofing pro- 
ss, we can alter types we have a minimum 
» 000 times. This process can expand or 
- ise; reduce or enlarge; italicize or back- 
“ant. or give perspective in any direction to 
type 4ND original art work... INCLUDING 
CONTINUOUS TONE JOBS. For example 
Photographs of machinery, homes or models. 

Remember there is no shortage of paper 
and nk to tell a story properly. 

Ask for our 16 page brochure ‘New Wings 
to Words". It tells how the STRECHTYPE 
(trad mark) process works; gives samples; 
Prices and full explanation. It is a mine of 
new display ideas. Free for the asking on your 
letterhead. Mark for attention of F. H. Bartz. 


TYPOGRAPHERS 
18 BE KINZIE ST. © WHI 4347 CHICAGO 


” In addition to! 


and | 


Announces Staff Changes Duo-Therm Plans 


Russel L. Whitney has been ap- 
pointed sales manager of Westing- 
house Electric & Mfg. Company’s 
transformer division in Sharon, Pa. 
He formerly was sales manager of 
the company’s porcelain depart- 
ment, Derry, Pa. <A. C. Farmer, 
formerly assistant sales manager, 
has been named assistant to the 
vice-president, and A. P. Bender, 
formerly sales manager, has been 
made assistant sales manager. 


Eddy Succeeds Lee 

Maxine Eddy, advertising man- 
ager of Station KGFF, Shawnee, 
Okla., has been named general 
manager of the station, replacing 
Joseph W. Lee, who has gone into 
active service with the Seebees. 


to Continue Copy, 


Issue Dealer Paper 


| Lansing, Mich., Nov. 18.—Al-| 
| though the Duo-Therm Division of | 
Motor Wheel Corporation has sus-| 
pended production of fuel oil appli- 
ances for the duration, the company 
announced this week it will con- 
tinue its national magazine adver- 
tising program as a means of pro- 
tecting the present and postwar 
value of the Duo-Therm distributor 
and dealer franchise. 

Life and Farm Journal and 
| Farmer’s Wife will carry the com- 
|pany’s series of full-page adver- 


| tisements, each of which is to have 


a different copy theme. First adver- 
tisement in the series features the 


j}award of the Army-Navy “E” to 


the corporation and appears in the 
November issue of Farm Journal 
and the Nov. 9 Life. 

In addition to continuing its na- 
tional advertising, Duo-Therm is 
publishing a new four-page dealer 
paper which will be issued monthly 
to all dealers and _ distributors. 
Stories of the company’s part in the 
war effort, personal items, pictures 
and news of members of the Duo- 


Therm organization now in _ the 
armed forces will appear in each 
issue. 

M. F. Cotes, vice - president, 


pointed out that “while no more 
Duo-Therms will be built until after 


the war, we feel a definite obliga- 
tion to our distributors and dealers 
to protect their equity in our busi- 
ness through a continuation of 
national advertising. We feel too 
that in view of the rubber shortage, 
gasoline rationing and other factors 
which restrict the opportunity for 
| frequent personal contacts in the 
| field, our new dealer paper, ‘Duo- 
| Therm News,’ will prove invaluable 
as a means of keeping our national 
sales organization in touch with the 
factory and with each other.” 


Robeson Joins BBDO 

David E. Robeson, formerly ad- 
vertising manager of Todd Com- 
|pany, Rochester, N. Y., has joined 
the staff of the Buffalo office of Bat- 
ten, Barton, Durstine & Osborn. 
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‘Good Sport Club’ | 
Inaugurated on WCOP 


s 
Aircraft Copy 
— Marsh Company, Boston, 
recently, inaugurated, ew roa] Sours Enrolment 


Good Sport Club,” which will be} 
broadcast Mondays through Fridays 

from 5 to 5:30 p.m. over WCOP, of Women Workers 
Boston. Margaret Ford, editor of 

“The Good Sport Page” in the 
Boston Sunday Herald, is mistress 
of ceremonies. 


San Diego, Cal., Nov. 17.—A.ten- 
The program, primarily designed 2 Seven See Se 
to interest children of elementary ducted here cooperatively by the 
school age with specific time alloted | Consolidated Aircraft Corporation, 
to high school students, is prepared Rohr Aircraft Corporation, Solar 
by John C. Dowd Advertising | Aircraft Company and Ryan Aero- 
Agency, Boston. nautical Company, to attract greater 
o> earn numbers of women workers to their 
Cancels Decorations plants, resulted in an_ estimated 
Medina Advertising Club, Roch-|¢™ployment increase of from six to 
ester, N. Y., for the first time in| 17%. 
20 years will not carry through its Actual results, considered much 
plan for elaborate Christmas street | higher, were not directly traceable, 
decorations because of the WPB since the campaign was_ supple- 
request that exterior lighting be| mented by regular classified adver- 
eliminated to conserve power. \tising of each company. It was sur- 
_mised, however, that the excep- 
|tional response was from people 
|who had been impressed with the 
urgency of the situation by display 
‘ copy appearing in newspapers in 
7 the San Diego area and by radio 
oe announcements. Although not solv- 
SHOULD BE ON YOUR SCHEDULE ing entirely what is depicted as “‘a 
OUTDOORS, 729 BOYLSTON ST.. BOSTON, MASS rather desperate labor situation” 
|due primarily to the drafting of 


Quality Recdership PLUS 
Quality Advertising Means That 


ADVERTISING AGE 


male employes, the campaign was 
highly successful in relieving the 
pressure. 

Copy aimed at housewives, brides, 
fiancees, mothers of men in the 
armed forces, daughters and sweet- | 
hearts, stressed the urgency of im- | 
mediately replacing men in the air- | 
craft industry who have been called 
to the colors. Present openings for | 
unskilled and skilled personnel were | 
especially emphasized. 

Nine 15-minute broadcasts enti- 
tled ‘Woman Power” were released 
each week over Stations KFMB, 


KFSD and KGB, San Diego, telling 
|} women listeners “right now there 
lis a place waiting where you Can | 
‘go to work and fill in for a man| 
| who has gone to fight.” 

Singularly enough, no mention | 
was made of the companies spon- 
soring the campaign. In all cases, 
| applicants were referred to the U. S. 
Employment Service. Coordination 
of the effort was made possible by 
|the San Diego Chamber of Com- 
|merce. Barnes-Chase Company, 
San Diego, is the agency. 


‘Suspends Sunday Issue 


The Tribune Publishing Com- 
pany, Ironton, O., has suspended 
| publication of its Sunday morning 
issue, but will continue with daily 
evening editions of the newspaper. 


Our dear old maiden Aunt Mathilda used to give this advice when- 
ever a question came up as to what to do about anything. And as a 
tribute to Aunt Mathilda for her acumen, we pass the thought on to 
all advertisers to whom the Pittsburgh Market is a pattern of sales and 


profits . . . which it should be. 


Quite an unusual pattern, too... because unlike 


most others, better 


than 6 out of 10 families in this market are outside the A. B. C. City 
area... living and working in 144 suburbs surrounding Pittsburgh. 


And while you're cutting your advertising cloth to fit this market pat- 
tern, remember that the Pittsburgh Post-Gazette offers 50°/, more cov- 
erage of these families than any other Pittsburgh daily. And at the 
same time, the Post-Gazette city circulation is the second largest in 


Pittsburgh. This really is effective, balanced coverage of your entire 


Pittsburgh market pattern. 


PITTSBURGH POST-GAZETTE 


. Represented Nationally By Paul Block & Associates 


New York @ Chicago @ Philadelphia @ Boston @ Detroit @ San Francisco @ Los Angele’ @ Seattle 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


November 9%. Today I spent more 
than two hours trying to keep an 
effective campaign from being spoiled. 
Everybody agreed that it had been 
wonderful as it had been running. 
Nobody would think of changing its 
basic plan or appeal. But couldn't 
this part just be expanded a little; 
couldn't this new element be added; 
and so on, in a dozen different ways? 
Oh these foxes, these little foxes that 
eat away the vines! 


November 10. Talked with an 
English advertising man, whom I had 
met in London, who has been sent 
here, not to make propaganda, but 
to explore the causes of misunder- 
standings between us. Nothing is 
more important now and for the 
postwar period than friendship and 
mutual respect among the English- 
speaking peoples. I should be sorry 
to be thought lacking in such feel- 
ings, as one of my Canadian readers 
recently thought I was. As it hap- 
pens, | am a great admirer of Eng- 
lish life and people; but I do think 
they have some mannerisms, atti- 
tudes and customs which are not 
calculated to win friends and influ- 
ence people, and about which their 
best friends might tell them. Any- 
how, that is what this man said he 
wanted to know, so I took him at 
his word. 


November 11, Learned today that 
we have lost from our ranks my old 
friend “Dinkie’ Dallis, best known 
and best loved advertising man of 
the deep south. He started, as did so 
many of our older generation, as a 
newspaper man. As a cub reporter 
on the old Atlanta Constitution he 
scooped the world on the assassina- 
tion of President McKinley. He al- 
ways knew a story when he saw one, 
and could always tell one with the 
art of the born raconteur. Be sure 
to tell St. Peter that one about the 
female Holy Roller, Dinkie. 


November 12. At breakfast in a 
crowded diner, coming into Chicago 
from New York, there sat down op- 
posite me a boyish fellow in a well- 
worn uniform. On his breast was the 
insignia of the Royal Air Force, but 


on his left shoulder was U.S.A. For 
over a year he had been one of the 
Spitfire fighters, but all he would 
talk about was how the Londo: 
blackout got on his nerves. Now hy 
was transferring to our naval avia 
tion, and had ten days leave to se: 
his folks in Colorado. So we parted 
But just for this moment I brushe: 
the wing of one of that gallant few 
to whom so many of us, as well a 
the English, owe so much, 


November 13. Received a copy ot 
the Mead bill, recently introduced ji; 
the Senate, which advertising me: 
might well study. This bill declare 
it to be the policy of the Unite: 
States to maintain small independent 
businesses of the country, and 4d 
rects the Secretary of Commerce t 
set up personnel to conduct researc} 
for, and counsel with small busines 
owners on such problems as locatior 
manufacturing processes, distribu 
tion, domestic and foreign markets 
merchandising, accounting, etc., et 
All at an estimated cost of $10,000 
000 to begin with. Such a proposa 
raises many questions. For exan 
ple: Do we want to maintain sma 
business in the distribution field eve 
if larger ones prove they can lowe 
the cost of marketing? 


November 14. A fine frosty mor: 
ing and a clear sky overhead, so too! 
my gun and my old dog Butch t 
beat the hedge rows and coverts i; 
my and the neighbors’ fields. I an 
not much of a shot, and do not hav 
that zest for the kill which makes 
mighty hunter. But we came hon 
with enough for the pot to gladds 
the heart of the meat rationer, and 
with the best of appetites to enjoy it 


November 15. Started readin: 
Peter Drucker'’s Future of Industri: 
Man, having gotten so much out « 
his earlier book on The End of Eco 
nomic Man. The future of advertis 
ing depends so much on how w: 
solve the problems these books dis 
cuss, and Drucker is such a refresh 
ing thinker about them, that I cor 
sider him required reading. In fact 
I am grateful to Hitler for driving 
this young Austrian over here. 


Paul H. Raymer Co. 


U/ 


Since W H K added Mutual... our 
advertisers are able to associate them- 
selves with TWO networks. They are 
now enjoying greater audiences than 
ever before... and asa result... our 
commercial program schedule is the 
best yet. Advertisers... both nationa! 
and network ... are singing a song o! 


sales... “IT’S MUTUAL”. 


Represented by WW b K 


CLEVELAND, OHIO 
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Drug Association 
Puts Out Ceiling 
Cards, Plus Copy 


Chicago, Nov. 17.—As a service to 


‘Vance to Judd 


Marie Vance has joined Sam P. 
Judd Advertising Company, St. 
Louis, as a copywriter. She for- 


'merly was assistant advertising 


manager of Fortune, and also was 
associated with Harry J. Burke Ad- 
vertising Company and Norman 
Bel Geddes, New York. 


Stoetzner Lectures 


Borden’s ‘Elsie’ 
Helps Put Over 
Good Nutrition 


New York, Nov. 18.—The Borden 
| Company gave a new spurt to good 
|nutrition this week with a series of 
breezily-worded display cards des- 
|tined for grocery stores throughout 


use the famous trade characters, 
Elsie, Elmer and Beulah, to stress 
the nation’s nutrition program. 
The set of four display cards is 
designed for the major grocery 
departments — bread and cereals, 
meat, vegetables and dairy products. 
The bottom half is left blank, leav- 
ing space for prices. The cards are 
being distributed cost free to stores 
and have been offered alike to 


Chastanats War Chest 
Copy Used by 80 Cities 


Full-page newspaper advertise- 
ments which helped the Cincinnati 
War Chest raise nearly $3,000,000 
in its local campaign—10% more 
than the goal—have been obtained 
by more than 80 other cities for use 
in their war chest drives. Stockton- 
West - Burkhart, Cincinnati,  pre- 


i . a inn sine wtniine 4 ~denen.| Pared the series of eight advertise- 
druggists, the National Association PP: Saati oo Peeve Seggee the country. —— super stores and indepen | ments. 

ai 3 ists has : a | : Fee ees anager Of); The 7 by 1l-inch cards, in color me 

- » as c a | . , , . . —_— 

° Beige pe rng pine mo the A ll Zeitung from 1930 were released in connection with Young & Rubicam is the Borden 
st ty ~\to 1938, then Germany’s leadin sg ig Pee . ’ 
ing in collaboration with the Office | daily newspaper, has aeeeneed - full-page color advertisements in agency. Reporter Suspended 
of Price Administration. Facsimiles | series of lectures to be offered under | "@ American Weekly, Collier's, 


of the cards were published in the|the auspices of The Speakers’ Bur- | Liberty, Life, Look and The Satur- 
NARD Journal’s Nov. 5 issue. eau on International Affairs, Phila- | @a@y Evening Post. The advertise- 

The individual cards bear adver-|delphia, on the subject, “The Prop-| ments and cards, 

ing for some maker of a product | aganda Front.” |of any 
covered by the general ceilings. 
For example, the card dealing with 
cigarets is split by a panel for Philip 
Morris, using the outdoor technique : 
employed by the company in dis- 


2805 TMESE’WAR ALBUMS” CAN HELP COMPANY 
NDS UNDERSTAND WAR-TIME ADVERTISING 


cosmetics, drugs and most of the 

other items customarily stocked by 
SPECIFICALLY PREPARED TO HELP ADVERTISING MEN 
AND SALES MANAGERS MEET THESE 2 PROBLEMS: 


drug stores. 
Move to Cut Cost 
How to get the ear of busy man- 
agement on advertising matters. 


The Reporter, Newkirk, Okia., 
Names Weaver | published daily for 26 years, has 
The Daily Record, Hickory, N. C.,| suspended publication as a daily for 
although devoid | has appointed W. W. Weaver as ad-|the duration of the war and will 
Borden product promotion,| vertising manager. be replaced by a weekly paper. 


It was explained by an associa- 
tion official that the association had 
agreed to cooperate with the OPA 
in helping druggists arrange their 
price ceiling cards as required by 
the general maximum price regula- 
tion. The cost of making and dis- 
tributing cards to 28,000 druggists 
is considerable, so the NARD sought 
to defray the cost by seeking adver- 
tising. “Advertisers jumped at the 
opportunity,” the official said. 

Actually, of course, since the law 
requires the cards to be displayed, 
and price-conscious consumers can 
be expected to peruse them care- 
fully, such cards probably offer 
good advertising display space. 

The cards have met with a very 
favorable response, the NARD offi- 
cial said, adding that demand was 
welling to a point where he believed 
another printing might be indi- 


How to help them understand the many 
valuable war-time uses of advertising. 


“A GUIDE TO EFFECTIVE WAR-TIME 
ADVERTISING.” This 140-page book is 


packed full of practical help for sales managers 
and advertising people. It shows, by example, 
how Management, absorbed with war production, 
limited by manpower shortages, can use adver- 
tising to help solve war-time problems; help 


through the representatives of A.B.P. papers.) Check the right 
square on the coupon (all three if you have use for all three picces ) 
and mail at once if you want to be sure to receive your copy. 


SPECIAL REPORT TO CONSUMER- 
GOODS MANUFACTURERS. “How You 


Can Help Your Retailers Solve Their War- 


cated. The spokesman believes that 
supplying these advertising cards is | 
the first such usage by an associa- 
tion, although wholesalers have pre- 
viously supplied price ceiling cards 
to their customers, and some com- | 
panies have released mimeographedc | 
sheets. 


Kelvinator Distributes 
Brochure to Retailers 


“Looking Ahead with Kelvi- 
nator,” a new 24-page brochure 
printed in color, has been released 
to retailers throughout the country 
to acquaint them with the war pro- 
duction program undertaken’ by 
Nash-Kelvinator Corporation, and 
to set forth the position and poli- 
cies of the company in wartime. 

The brochure describes in detail 
and reproduces magazine and news- 
paper advertisements which are ap- 
pearing in national magazines and 
in newspapers. 


Appoints Gray & Rogers 


speed war production; help clear up war-time customer-relations 
problems; help meet manpower problems; help build a sound 
foundation for future business. 


It illustrates a wide variety of war-time applications of sound 
peace-time advertising principles. The stories behind many of the 
cases are described by the advertising men responsible for them. 
Some of these successful war-time campaigns are explained by the 
company heads concerned. 


5,000 requests for ‘’Guide’’ 


Many sales officers and advertising men have told us how the 

“Guide’’ has helped them demonstrate to company heads the many 
important uses to which advertising is being put today. It helps them 
show how the right combination of advertising and literature can 
do time-saving, man-saving jobs like these: 


1 Help in the education and training of customers’ 
personnel. 

2 Help industry with its ever-growing maintenance 
problem. 

3 Speed technical information (or offer technical ser- 
vice) to the men directly engaged in war production. 


4 Help carry some of the load of over-burdened sales- 
service departments. 


Time Problems!’ We realize that one of 
the most difficult advertising problems ris- 
ing out of the war, is that of the consumer- 
goods manufacturer whose ability to supply 
his retailers has been curtailed or stopped. Yet some have found 
ways to convert their merchandising paper advertising to war- 
usefulness just as effectively as they have converted their plants 
to war production. 


Facts, Not Theories 


This aid is not a exposition of A.B.P.’s theories and opinions. It is 
a report of recent visits with retailers, and of the methods of adver- 
tisers who have found ways to make their advertising helpful to 
business paper readers at a time when help is so desperately needed. 
It lists for your convenience a number of war-time problems that 
retailers told us about. It shows, by example, how consumer-goods 
manufacturers are publishing the kind of helpful information that 
will unquestionably give them a competitive advantage after the 
war. It reports, too, what Washington officials like Thurman Arnold 


and Leon Henderson say about the valid services which advertising 
can perform today. 


) au RTERS” 
| VALU ABLE . THIN: Medes miracles. . - 


“ . 4 s 
Gray & Rogers, Philadelphia, has These three War Albur ‘them will ‘be the whee 
an soe ee feet for We doubt if any cables, But all three Roh ell. 2 . 
amden Fir surance Association, “your : 

Camden, NS a AN ADVERTISING MANAGER'S OWN answer i, Ypowerful “thinkstarere”  go,through . 
| “WAR ALBUM.” °We No Longer Need rebably give youd eae wpa by. hélping your * | 
To Advertise . . . If—"’ It is the best example advertising, to ner y con help you ge? busy Mer- | 

COLUMBIA'S we've seen so far of a simple way to show customers. An ey 
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STATION =| 
FOR THE |, 
SOUTHWEST | 

| 


company heads, specifically, and by example, 
exactly why they should authorize advertising expenditures today. 
This replica of a simple presentation prepared by Richard Hayes, 
Advertising Manager of the Okonite Company, is a most practical 
tool in the hands of an advertising man who's faced with the problem 


of demonstrating why a company should keep on advertising at a 
time when it has ‘‘nothing to sell.” 
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of the things it demands of Wards. 
Accordingly, Wards rejects 
order of the board.” 

The mail order titan’s reply took 


850 Papers Carry 
Ward's Defiance 
of Labor Board 


Widespread Copy Calls. 
Board's Order Illegal; | unfair but illegal as well. 
Wins Editorial Praise | ” (dlineme thetaiindalie 


Nov. The 


Sewell Avery, 
headed, briefly, 


president. It was 
“Montgomery 


Labor Board,” 
the mail order company wasted no 
words in declaring that it believes 


Promise 


Chicago, 17.—Montgomery | large-space, all-type copy 


War Labor Board today in the pages | order 
of 850 newspapers across the coun-|a 
try. In bristling defiance 


amounts to the setting up of 
closed shop; (2) that President 
of the | Roosevelt has promised “The gov- 
not order, nor will Congress pass 


tenance of membership in its mail 
ordering, the so-called 


order house and Chicago store, the} legislation 
company declared: “Congress is the| closed shop”; (3) the board’s de- 
sole law-making authority. . . Con-| mands not only violate the “princi- 
gress has not empowered the board| ples of liberty but are economically 
| unsound and are illegal under the 
terms of the National Labor 
tions Act”; and (4) 


NO —190,000 NET PAID compliance with the act would set a 


. a precedent by which all unions could 


z ~ }secure a closed shop merely by 
Tee etree =e ppealing to the board. 
FOR SAMPLE COPY WRITE | Mr. Avery’s letter pointed out 


OUTDOORS, 729 BOYLSTON ST.. BOSTON “MASS 


that the company was not opposed 
to voluntary arbitration, 


the form of a signed letter from) 


to order any employer to do any) | not accept naneilliaas arbitration | closed shops, 


Ward’s reply to the National War | 
and from there on| 
| said, 


| the board’s ruling to be not only) 


compulsory arbitra- 
as outlined in the board order, since | tion or contracts for a year’s dura- 


the | this would mean surrendering re-| tion on employers, or if the Presi- 


sponsibilities to the company’s own- | dent of the United States, as com- 
ers. Wards believes the board order | mander-in-chief in time of war, 


print on the front cover of their 
catalogs, and on all other advertis- 
ing material circulated, a notice 
which declares that all prices are 
under price ceilings as prescribed 


directing the company to guarantee | 
wages and working conditions for 
one year is unsound in these uncer- 
tain times. Wards operates in a 
highly competitive field, Mr. Avery 
and to force Wards to carry 
these burdens is unfair. 


No “Anti-Unionism” 
Copy further declared that the 


|company has no feeling of anti- 


Ward & Co. spread its answer to the| declared in substance that (1) the) 


unionism, and cited as proof the 29 
contracts between it and AFL and 
CIO unions. Wards has given its 


/employes the wage increases advo- 


board’s order to set up union main-| ernment of the United States will | “ 


Rela- | 
that Ward's | 


‘of WLB’s decisions, 


cated by the board, it declared, 
even though its wages were already 
as high or higher than those pre- 
vailing in the industry.” “There is 
no issue over wages,” the advertise- 
ment reported. 

The reply asserted that WLB no 
longer represents unions, industry 
and the public. Industry and the 
public are not represented, the copy 
charged, asserting that on the basis 
the supposed 
representatives of the public and 


| business have shown themselves to 
| be either inexperienced, prejudiced 


but would | 


or uninterested. 


Finally, “If Congress imposes 
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directs that Wards accepts the|by the General Maximum Price 
board’s rulings, which we earnestly | Regulation, and that the company 
believe are illegal and uneconomic, | will furnish customers with a list of 
we will respectfully obey.” maximum prices on any of the com- 


} modities in which the customer may 
Quick Insertion Order be reermathar Be y 


The copy was decided upon at 4 
p. m., CWT, yesterday. By 6, the 
company had dispatched 850 one- 


Advertising Bureau 


thousand-word telegrams to the Issues Mailing Cards 
newspapers, 800 words of copy and A new series of mailing cards 


issued recently by the Bureau of 
Advertising, American Newspaper 
Publishers Association, graphically 
tells how manufacturers’ advertis- 
ing in newspapers is helping reta(!- 
ers with their wartime problems 
The cards, numbered from 13 io 
16, and designed for monthly mai|- 
ing to retailers by the bureau's 
member newspapers, are part of tie 


200 words of mechanical instruc- 
tions. This method got the all-type 
copy into print the next day, and 
emphasized its timeliness and punch. 

Asked by ADVERTISING AGE if a 
follow-up was planned, a Wards! 
official chuckled: “Don’t ask me.) 
The next move is up to the board. 
We’ve dumped it back in their laps. 
If we decide to do anything, we’ll| continuing program of the bure:u, 
probably bang it out the same way,|in cooperation with the Newspaper 
shoot it out on telegrams to the | Advertising Executives Associaticn, 
newspapers. I wouldn’t mind hay-| to emphasize to retailers the impor- 
ing our telegraph bill for a salary,” tance of national advertising in 
he concluded. newspapers. 

The copy brought prompt com- 
ment. In Chicago, the Journal of 
Commerce said editorially: “This is 
not defiance of law, order or execu- 
tive authority. It is merely a stand 
against an arbitrary and unwar- 
ranted seizure of power by a federal 
agency. The national emergency 
has been used to cloak so many 
excursions of this sort that it is high 
time a determined voice was raised 
in protest.” 


OPA Battle Continues 

On another front, the embattled 
mail order company charged that 
the OPA was guilty of “inexcusable 
discriminations” against Montgom- 
ery Ward & Co. The charge was 
contained in a brief filed answering 
OPA’s petition for a_ preliminary 
injunction against alleged violation 
of ceiling price regulations. 

Replying to the latest OPA affida- 
vit, the company accused the fed- 
eral agency of granting immediate 
relief to competitors and refusing, 
at the same time, to act on Ward’s 
request for adjustments in catalog | 
prices which were figured too low, | Published February 1943 
which meant selling at a loss. In 
fact, the company declared, it had | POST EXCHANGE is the only military 
lost a volume of business between | trade paper edited and published exclu- 
2 and 7 million dollars because of | sively for the purchasing agents who 
its efforts to arrive at catalog prices buy for over 3,500 service camp ex: 
in accordance with the terms of | Changes. 
“General Max.” |This is a market of some 6,000,000 

Nor is it true, as the OPA charges, | soldiers. sailors and marines, ete 
that Wards beat its competitors in who do their buying at the exchange 
the compilation “— mailing of its ship's service store. 


Ryan, vice-president and merchan. | POSt Exchange Directory Issue 


Ryan, vice- sa and Rin Rg, 
dise manager, said Wards not only | j__wijill keep your selling announce- 
had not beaten its competitors, but |} ment “within arm's reach" of 
actually had delayed issuance of the | A 
catalog two weeks beyond the nor- | these purchasing agents... 
mal date and had thus lost consid- | THE YEAR AROUND! 
erable business. 2—Will put your product "in on 
WLB TURNS CASE the —« wg ger’ rye 
OVER TO ROOSEVELT cen ARE ciel cane... 
Washington, D. C., Nov. 18.—The — arte ae — 
| War Labor Board today turned the THE YEAR AROUND! 
| Montgomery Ward & Co. case over | 
| to President Roosevelt. The dispute | 
| was filed with the White House by | 
Wayne L. Morse, public member of 
'the board, who previously had re- | 
lieved himself of a blast at the — 
/pany (ADVERTISING AGE, Nov. 


Names Keelor & Stites 


Crest Oil Company, Cincinnati, 
has appointed Keelor & Stites, Cin- 
cinnati, as its advertising counse]. 
Newspapers and radio will be used. 


Keep your product 


a 
BEST 
SELLER 


the year around 


in the Service Camp Ex- 
change Market. 


POST EXCHANGE 
DIRECTORY ISSUE 


A FEW FEATURES OF 
POST EXCHANGE ANNUAL 


DIRECTORY ISSUE: 
IT WILL CONTAIN: 


As complete 

|| a list as possible of all manufac: 
In three previous cases rh to | turers who are known to make 
the White House, the government || Products salable in service camp 
| has moved into plants which failed | exchanges to men in erga ; 
| to comply with WLB’s rulings. It | a r . —, Trade 
was recalled, however, that Ward's | : 


Names! 
|reply to the board asserted that if | 


Advertisers in this issue will re- 


the President asked compliance ceive special competitive treat 
| with the order “we will respectfully ment! 
| obey.” Mil copies of this issue will be 


| The Chicago Sun reported that it! 
had been told by “reliable sources” 
that President Roosevelt would not 
use his wartime powers to settle the | 
case, but would merely request the 


mailed, punched, with a string at- 
tached for ready hanging. 1,00 
extra copies will be distributed 
New camps established during ‘he 
year will automatically receive 4 


: |} copy. 
mail order company to accept the | 
| order. —, All this . . . and more. toe 
P al . g regeier adve’t ~ 
4 + rs 
foote yg te I oat ccunc ACCT 
Cc G STA | aleizin es y's phase wire 
, the eta 
Washington, D. C., Nov. 18.—} ail | J I : 1 ieee 
order houses were required today ed ei” “ 
by the Office of Price Administra- 


tion to alter their catalog forms so 
that customers are advised, specific- 
ally, that prices quoted are within 


ceiling limits for products adver- 
tised. 


Under the order, companies must 
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Must Meet Dead 
Lines, Magazine 
Warns Advertisers 


New York, Nov. 19.—Indicative 
of the common wartime difficulties 
which periodical publishers face in 
connection with solving mechanical 
problems in a day of reduced 
engravers’ shifts, jammed communi- | 
cation facilities and uncertain trans- 
portation of advertising materials is 
the letter sent to advertisers this | 
week by H. M. Dunlap, publisher of | 
Cosmopolitan. 

“The increasing difficulties and 
delays in transportation require 
that we call your special attention | 
to the need for closer adherence to 
our rate card closing dates for the | 
delivery of advertising copy and | 
plates,” Mr. Dunlap wrote. 

“To the extent that current con- 
ditions permit, we will continue to 
cooperate in the acceptance of un- 
avoidably late material, but future | 
extensions beyond our closing dates | 
will necessarily be more limited in| 
number and in length of time.” 

Accordingly, the Cosmopolitan 
publisher’s letter concludes, “We 
respectfully suggest earlier plan- 
ning and ‘preparation of materials 
so that you can deliver copy and} 
plates to us prior to or on closing 
dates.” 


Zwinak Named Art Head 


John Zwinak 
has been named 
art director of 
Lennen & Mit- 
chell, New York, 
succeeding Louis 
Menna. Mr. 
Zwinak formerly 
was on the art 
staff of Young & 
Rubicam, New 
York, and pre- 
vious to that was 
on the art staff of 
Lord & Thomas, 
New York, and 
served as art director for Good | 
Housekeeping. | 
Macfadden Organizes | 
Consumer Bureau 


Establishment of a consumer re- | 
lations bureau has been announced | 
by Carroll Rheinstrom, executive | 
vice-president, Macfadden Publica- | 
tions. The new department will be | 
headed by W. C. W. Durand, for | 
the past five years director of the | 
company’s advertising investigation | 
bureau, and secretary of the Copy | 
Advisory Committee sponsored 
by 20 leading magazine publishers. 

In addition to its work in the 
field of general consumer relations, 
the new Macfadden bureau will act 
as a liaison with the Office of War | 
Information in developing material | 
that ties in with the war effort, Mr. 
Rheinstrom said. 


| 
Taras | 
| 
| 
| 


John Zwinak 


Brewer Schedules Radio 

Falls City Brewing Company, 
Louisville, Ky., through Anfenger 
Advertising Agency, has placed ten 
and one-half hours of advertising | 
weekly on Station WGKV, Charles- | 
ton, W. Va. Set for a 52-week run, | 
the campaign includes United Press | 
newscasts, sports and a late evening 
dance program, Mondays through 
Saturdays. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type 
setting device-and it cuts costs, too 
eliminating display type and hand 
lettering charges. Quick, simple, ec 
nomial... any office girl can be you 
compositor 
Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 


Directs ‘Radio Post’ 
J. S. Mabry, industrial advertis- 


ing representative for the Madison 
Newspapers, Madison, Wis., has 


| been named retail advertising man- 


ager for the Radio Post, weekly 
newspaper for Truax Army air field 
at Madison. National advertising 
will be handled by Howard A. John- 
son, who also handles _ national 
advertising for the Madison News- 
papers. Both men will continue 
their work with the newspapers. 


| Olmstead Promoted 


Isabel Olmstead has been named 
head of the radio casting office of 
Compton Advertising, New York. 
Miss Olmstead has been with the 
agency for four years as publicity 
supervisor and member of the radio 
copy staff. 


Conduct One-City 
Test for Laucks’ 
Rez, Resin Sealer 


Seattle, Wash., Nov. 18.—A con- 
sumer test for a product already 
established in industrial applica- 
tions is being conducted here for 
I. F. Laucks’ Rez, a primer and 
sealer. The campaign utilizes front- 


| page advertising, building page and | 


comic section copy in newspapers, 
and spot radio announcements. 

The synthetic resin product has 
been manufactured by I. F. Laucks, 
Inc., Seattle, for some time. It is 
nationally distributed and is sold 
principally to millwork plants. 

Copy being used in the one-city 


}test centralizes its appeal on the 
|home uses of Rez. Slogans mention 
| that “It’s patriotic to protect your 
| property,” and “Make it do for the 
| duration”; also mentioned are the 
|many applications of Rez, such as 


repair on homes, maintenance of | 


boats and skiis and use in model 
aircraft building. A $25 war bond 
is offered weekly for the best sug- 
gestions naming new uses for Rez. 
Use Newspapers and Radio 

The campaign broke with a two- 
color advertisement in the Seattle 
Times, and advertising also is being 
placed in the Post-Intelligencer, 
Star and Sunday Times. A total of 
128 spot announcements is sched- 
uled over KJR and KOMO, Seattle 
Blue and NBC outlets respectively. 


Uses Service Copy 
| Presenting case histories to show 
| the day-by-day service of the char- 
| tered banks in Canada, a new series 
of institutional advertisements has 
been released to newspapers for 
Canadian Bankers Association. 
Radio also is used for dramatized 
spot versions of the case histories. 
Directing the campaign is an agency 
committee composed of representa- 
tives from Cockfield, Brown & Co., 
A. McKim, Ltd., and R. C. Smith 
& Son. 


Seberhagen to Mathes 


Ralph Seberhagen, formerly art 


|director of Al Paul Lefton Com- 


|}pany, New York, has joined the art 
staff of J. M. Mathes, Inc., New 
York. 
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DES MOINES 


SIOUX CITY 
YANKTON 
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Little Red Schoolhouse 
Due for Postwar Changes 


Perhaps the most active and spe- 
cific thought in postwar planning is 
being done in the building and con- 
struction fields. The business papers 
serving these fields are filled with 
plans and record the thinking-out- 
loud which is sure to affect com- 
munity development after the war. 


In discussing “What Can School De- | 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
RALPH O. McGRAW 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. Chicago, Ill, 


BUSINESS PAPERS ¢ FARM PAPERS 
GENERAL MAGAZINES 


|methods of democracy. 


|| house will be a community house 
lof flexible and efficient character. 
| This trend will open up a vast new 
|market for many types of equip- 


order to avoid delay of 12 to 18 
In other words, the future school months for new models. 


* * * 


The vast stock of surplus ma- 


terials which will be available after | 


| ment and furnishings not heretofore | the war 


should be concentrated for 


'found in school houses planned by |@XPort trade in order not to affect 
|the domestic markets, according to 
Cc 


|signers Expect?” in the November | boards of education for use only a 
issue of New Pencil Points, N. L.| portion of the day. 


Engelhardt, director, division of *¢ 4 
| field studies, Teachers College, Co- ; oo 
llumbia University, says that as|. Doctors will lead the list 


| people plan new centers in which to 


L. Gairoard, sales manager, J. | 


Wiss Sons Company, Newark, N. J., 
who is quoted by Hardware Age. 


| trained experts in demand after the | by this treatment, he believes. 


of |Two things would be accomplished 


The 


hive they will revise their ideas con- | war, according to predictions of 346| goods would not be a drug on the 
. , /market and hurt manufacturers as 


| 


| American colleges, technical schools 


|cerning the nature of a schoolhouse 
and the uses to which it is to be 
, put. 

The stress in recent decades, he 
| points out, has been upon safety and | specific types of experts included in 
|sanitation, upon concentration of | ip, reports as follows: Doctors, 
school building spaces, and upon 11.6%: engineers, 10.2%: foreign 
building architectural monuments. |trade specialists, 9.7%; teachers 
‘The new trend of thought will bring | 9.7%: nutritionists and social 
|about marked changes. Tomorrow | / peern 5.3%: occupational 
the emphasis will be upon the pur- 45%: ‘dentists. 3.5%: 
{poses to which the school is to be} economists, 3.2%; and business 
actin witch Can ane pit |sdminstraiors, 3%. "Advertising 

|experts received one mention. 


workers, 
therapists, 


|kinds of people, not children alone, | 
|for many hours a day. Planning 
| will not be concerned solely with | 
ithe mechanical characteristics of a | reach the automotive 
building, but with the social signifi- stock piles of tools and dies, it ap- 


| bility of their uses for learning the automobiles will be put back into 
| ways of, and participating in, the production when the war is over in 


Seattle Coverage 


Won't 


Warm Up Your Sales 


To get satisfactory sales results, market 
coverage must be COMPLETE coverage. 


That's why Tacoma—Washington’s SEC- 


OND market—can NOT 


ANY outside metropolitan media. 


Tacoma is a separate and distinct market 
—and the Tacoma market (embracing 
busy and prosperous Pierce County) re- 
quires complete LOCAL coverage. 


Reach Tacoma’s concentrated war-time 
buying power with the 
Tribune—now delivering 
000 circulation in one of the country’s 
richest war-time markets at a milline rate 
of only $2.34 ($2.13 for the evening and 
Sunday optional combination.) 


in TACOMA! 


COMPARE BUSINESS GAINS 
IN WASHINGTON’S THREE 
METROPOLITAN MARKETS! 


You'll see why the Tacoma News 
Tribune shows a GAIN of 225,350 
lines in RETAIL advertising for the 


first 9 months of 1942 


% Post Oifice Receipts 


(lst 9 months 1942) 
Seattle 13.2% Gain 
TACOMA 26.3%, GAIN 
be covered by Spokane 14% Loss 
% Liquor Sales 
(lst 8 month 142 
Seattle 55.2%, Gain 
TACOMA 67.2%, GAIN 
Spokane 35 ain 
Tacoma News % Bank Debits 
(lst 9 mont} 44 
more than 50.- 
Seattle 405 zair 
TACOMA 48.2%, GAIN 
Spokans 25 9°, Gain 


REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 


Kansas City St.Louis | SanFrancisco _ Los Angeles 


and universities in a survey con-| well as their employes. 
ducted by Investors Syndicate. Ten| while they would have to be sold 
}oecupations accounting for 72.36% |at only a fraction of their cost in 
of total mentions in the list of 65 | foreign 


| 


| 


Unless salvage drives finally petition 
industry’s | cause there will be fewer, far fewer, 


Secondly, 


lands, the United States 


would “get some marvelous adver- 
tising.”’ 


(30 Per Cent of 


Women Now Use 
Leg Makeup 


New York, Nov. 17.—Leg makeu 
is currently being used by 3% 
women regularly and 27% occasio - 
ally, according to a survey con- 
ducted by Fawcett Women’s Group 
among its readers throughout th: 
country. 

The liquid type is preferred jy 
users, 91% voting for this fo 
against 5% for cake, 4.6% for crea 
or paste, and 2.6% for stick. In 
listing brands, 39% of responden' 
specified Miner’s, which was far out 
in front. Arden was in _ second 
place, 9.6%; Kathryn Davis, 5.9 
and Rubinstein, 5.6%. Seven ot! 


'brands were also mentioned. Ease 


Considerable discussion is going 


on in the electrical appliance field 
as to whether the distributor will 
fit into the picture after the war, 
according to Retailing. One author- 


ity who says “No,” explains that 
“there'll be very few, if any, such 
distributors simply because com- 
won't permit them. Be- 


and better dealers, we won’t need 


cance of its spaces and the possi-| pears certain that 1942 models of |to place so much stress on the dis- 


tributors. There will be much more 
selling direct, especially to the so- 
called larger key accounts and the 
prices at which they will have to 
sell the new appliances won’t leave 
any margin for prewar extras.” 


At a recent meeting of the Rocky | 


Mountain Electrical League it was 
the concensus that utilities will be 
forced to pioneer the sale of elec- 
trical merchandise after the war, due 
to the fact that many of the dealers 
will not have the facilities or re- 
sources to carry the load, reports 
“Electrical World.” 


In preparing to 


|lenge of the postwar period, says 


Frank G. Steinbach, editor, The 


Foundry, the various branches of | 


the industry should undertake stud- 


‘ies to provide complete information 


| 
| 


edge 


on properties and possible applica- 
tions of castings in a civilian econ- 
omy, which has been tremendously 
distorted by an all-out effort. Engi- 
neers should be supplied with the 
latest technical data on the avail- 
ability of castings for the wide vari- 
ety of luxuries and _ necessities 
which have been made in the past, 
and for the new products which in- 


dustry will produce when peace 
comes. Many of the new products 
will be made possible, he says, 


through experience gained in war 
production. Therefore, the knowl- 
of materials, practice, and 
products which the foundry indus- 
try is gaining at present must be 
utilized to the fullest extent in 
meeting postwar competition. 


In a recent speech before the 
Northeastern Poultry Producers 
Council, Wheeler McMillen, editor- 
in-chief of Farm Journal and Farm- 
er’s Wife, declared that the solution 
to the postwar economic problem is 
not one of consumers’ markets so 
much as production. 

“Our postwar job,” he said, “will 
be to produce. We shall not find 
markets in the old sense. We shall 
create markets, create them by find- 
ing more ways for our own people 
and for people in other countries to 
produce the goods which in turn 
create earning, buying and consum- 
ing power. The problem is one of 
distributing productive opportunity 
to enable less fortunate and less ef- 
ficient consumers to produce more 
and thereby earn more, buy more, 
consume more.” 

Editor McMillen proposes that the 
U. S. should “assist other nations to 
produce more of the things which 
their own people need.”’ He believes 
modern science makes better living 
standards everywhere possible, and 
foresees a great volume of natural 
trade between nations in the spe- 
cialties which each can most advan- 
tageously grow or make. “It is 
always the nation with the highest 
level of domestic prosperity which 
is in position to buy most freely of 
what its people desire from other 
countries,” he says. 


| preparation. 


meet the chal- | 


of application, natural appearance 
and lasting qualities were the fac- 
tors termed most important in 
selecting the product. 


Saves Stockings 


Most women who use leg makeup 
leave it on a day, subsequently 
using soap and water to remove the 
Chief reason for use 
|is that it saves stockings. Chief ob- 
| jections are streaked, spotted ap- 
| pearance and time consumed in ap- 
plying and removing. 


~ Personalities 
, - that SELL. 


KEEP 


E. 


Says JOHN McDOLE: 
(Sun Ray Cleaners 
"We have opened as many 

as forty-five new accounts in 
one week ... as many as ten 
calls directly following our 
participation on your pro- 
gram.” 

Using Helen Watts Schreiber, KSO 


Says J. E. TONE: 


(Tone’s Coffee) 

"The news program really 
gave Tone's Pressure Pack 
Coffee its greatest momen- 
tum right from the start with 
the first week's broadcast.” 

Using News, KRNT 


Says W. H. BISHOP: 
(Mrs. Clark's 
Dressing) 

"This may sound surpris- 
ing—but in the 13 weeks we 
have been on the air, our 
sales on this item have in- 
creased over 600°." 

Using News KSO 


*eneneeere ® 


ss e¢28 8 8 © © 


2 @ 2 8.2 2 & 


Nothing succeeds like success 
and the success of KSO-KENI 
in selling should be considered 


when buying radio time in lowe 


KSO 
KRNT <::x22 


The Cowles Stations in 
DES MOINES 


BASIC BLUE 
AND MUTU 
5000 WATTS 


BASIC 


# 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agenr<: 
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_ QUICK—AND CHEAP 


Delghttel seasomags — « 
fresh vegeuble favors’ The vregembies 
come te fake form, “debydreced this 
Process of removing Mowsture. while the 
vegetables are fresh cetsos gardee te 
rors) Thea, to, you cook the vegetables 
for the Gem me yourseli They're sot 


Economy and ease of preparation are 

emphasized in this newspaper copy, used 

last week in General Mills’ expanded 
campaign for its dehydrated soup. 


Add 125 Dailies 
to Schedule for 
Dehydrated Soup 


Minneapolis, Nov. 19. — Cracking 
into 125 new dailies, General Mills’ 
advertising campaign in behalf of 
Betty Crocker soup now embraces 
nearly 175 newspapers in markets 
extending from Maine to Virginia 
and from Kansas due north to the 
Canadian border. 

Introducing the dehydrated prod- 
uct in many of these markets for 
the first time, 900-line newspaper 
space is being used, offering the 
product for one cent per package 
when another package is purchased 
at the regular price of ten cents. In 
the original, now well-established 
markets, the soup sells at three 
packages for a quarter. The vege- 
table noodle soup ingredients were 
first introduced to consumers in 
April, 1941. 

The current newspaper drive is 
augmented by radie program sup- 
port in the same markets, with soup 
commercials scheduled for the NBC 
program, “The Guiding Light”, and 
also on the CBS “Kitty Foyle” pro- 
gram 

The special one-cent offer will 
total approximately 2,000 lines per 
newspaper, with advertising to con- 
tinue after the offer on a weekly 
basis There will be some large 
display advertisements, plus regu- 
larly scheduled small space adver- 
Usements, beginning in January. 
The campaign opened in practically 
all markets with three large-space 
deal advertisements, followed by 
two non-deal, straight-selling adver- 
usements of 450 and 700 lines each. 

Knox Reeves Advertising is the 
agency. 


WTRY Adds Mack 


William Mack, formerly on the 
advertising staff of the Times- 


Union, Albany, N. Y., has joined the | 


?_— staff of Station WTRY, Troy, 


vious meetings, 
time conference of the 
| Retail Dry Goods Association sched- 
|}uled here for the 
| 11-15, at the Hotel Pennsylvania, 
| will focus attention on outstanding 
problems directly related to retail- 
ers during the war emergency. 
Mayfield, NRDGA 
president, will deliver the opening 
address, “The Effects of the War on 
Retailing During 
night, Jan. 11, thereby setting the) 
|pattern for more detailed discus- 
sions 
during the next three days of the 
outstanding 
and business 


conference. 
government officials 
executives have accepted invitations 


Wartime Problems 
Highlight Five-Day 
Retailers’ Meeting 


New York, Nov. 18.—Supplanting 
the numerous technical group ses- 
|sions prominently featured at pre- 
the five-day war- 


Frank M. 


1943” 


in open sessions 


Several 


to lead group forums. 


week of Jan. 


Subjects slated for discussion in- 
clude manpower, customer service, 
limitation of inventories, taxation 
and credit, transportation, price 
regulations, postwar planning, and 
the smaller store. A special wrap- 
ping and packing clinic also will be 
conducted. 


Coghlan Joins Beacon 


Reginald V. Coghlan has been 
appointed advertising and assistant 
sales manager of Beacon Chemical 
Company, Philadelphia. The com- 
pany is introducing “Zero,” a new 
product that “does everything am- 
monia used to, plus,” through news- 
papers and radio. 


Starts Test Campaign 


Parfums Schiaparelli, New York, 
has started sponsorship of a French 
musical program over 
WQXR, New York, for its French 
perfumes. The program will be 
aired every Tuesday and Friday 
evening, 9:30 to 9:55, for a_ six- 
week test period. 


Station | 


Mary McClung Is 
Advertising Chief 
of ‘New York Post’ 


New York, Nov. 17. A metro- 
politan newspaper had a woman as 
advertising director for the first 
time this week, 
when Mary J. 
McClung took up 
her new duties 
at the New York 
Post. The ap- 
pointment, an- 
nounced by Dor- 
othy S. Backer, 
publisher of the 
‘paper, filled the 
vacancy caused 
by the resigna- 
tion of Natt S. 
Getlin. 

A graduate of 
|Allegheny College, Miss 
entered the newspaper field 


Mary McClung 


fof Bell Telephone 


McClung 
after 
having served as personnel manager 
Company of 


Pennsylvania and as a member of 
the promotion staff of Yellow Cab 
Transportation Company, Pitts- 
burgh. She joined the advertising 
department of the Pittsburgh Press 
in 1927 and five years later came to 
the New York World-Telegram. 

Miss McClung became a member 
of the Post sales staff in 1937. In 
private life she is Mrs. Edward C. 
Kennelly. 


Reddeman Joins WRJN 


Marion Reddeman has joined the 
advertising department of Station 
WRJN, Racine, Wis., succeeding 
Gerald Nelson, who is now a yeo- 
man in the Navy. 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING 


Is It on Your Schedule? 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 
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America. 


newspaper with unparalleled reader 
influence, covering the largest mar- 


Nove 
_ —— oo 
. Sept. 30 totaled $2,975,485, against| with $3,770,942 during the same INFORMATIVE WAR COPY PRAISED parab! 
Pullman Earnings $2,171,916 during the comparable period in 1941. ta : the n 
quarter last year. Profit for the were 
nine months ended Sept. 30 was — oe _ ° CAR OWNERS CAN NOW GET RUBBER $12,92 
a $12,352,407, compared with $7,853,- Net profit for the nine months last y 
Up; All Usable 401 for the same period in 1941. ended Sept. 30 was $554,992, against TO KEEP THEIR CARS RUNNING . 
: $519,651 for the same nine months FOR ESSENTIAL TRANSPORTATION Seem 
C if in 5 T Sterling Products, Inc. last year. This Government Plan Becomes Effective November 22 Net 
a $ e e Net profit for the quarter ended : - Sept. 
| i Ic Sept. 30 amounted to $1,791,984, McGraw Electric Company SOVENNEN FRE NOR 22 OS GES Sas Ted SS EES WD Os GP with | 
New York, Nov. 17.— Reporting ®@8ainst $1,691,189 during the like Income for the 12 months ended era + oe w ieee sed in 194 
an increase in earnings for the @uarter last year. Earnings for the Sept. 30 totaled $954,143, compared | Wi Sa Yow Saag? pmo ae mee | eee | ee | eet 
quarter and nine-month periods ™ne months ended Sept. 30 were with $1,630,675 during the same 12 Sak pamima the toon a nage tan Oe ten pe a = SS | S| Kalar 
ended Sept. 30, D. A. Crawford, $5,283,574 compared with $6,444,- | months in 1941. YOU MUST FILE A TIRE RECORD FORM | ~=---- For 
president, Pullman, Inc., declared 171 for the same period last year. ©. 0 Geneen Comme 2m rou LOCAL, RATIONING BOARD. | S233 | SSeS | Se tom 
volume of sleeping car traffic is ex- . wt Reed Tors (ate al Me, ee resem pearan with 
ceeding all aeiantes records, with Montgomery Ward & Co. Earnings for the nine months ‘ = Loeeybay— me ae Satestes [Sess | SSS in 194 
troop movements and other gov- Earnings for the quarter ended ended Sept. 30 were $3,878,148, sc or ne noe veer yal —— i. I 
ernment travel accounting for Oct. 31 amounted to $6,636,612, against $5,045,658 for the like period ational eeced eta tie hates me tinea , Hers 
nearly half the business handled. #84!nst ho geen og hed . —o last year. Soeeenaminenenseenmsenpcenngante = Pro 
ogré > maxi ‘artime | Guarter last year. Income for the , YOUR ESSENTIAL-MILEAGE-STATUS WILL 30 tot 
eee et Patimum wartime nine months ended Oct. 31 totaled |Goebel Brewing Company 3 pete wc CASOLME 800K YOU GEL 473 fe 
completed, he said, with every serv- | $15,024,944, compared with $13,930,- For the third quarter ended Sept. senmote come cmee year. 
iceable car in operation. Unservice- 923 during the like period in 1941. ae ee ee ae third 4 oT MLAS wu as | || aah || ath || le Flore 
able equipment is being converted . pared with $184,680 during the third 
m0 oon g International Paper Company quarter in 1941. YOU GET. rete eta ear A Ga fa od Far 
Net income for the quarter ended a % ace re by PS gpa — ———- . Terman wane inconemnm tite Bees pets Sete: Soom Shee — 
sept. was P ’ , Compared | - pare 
with $4,321,890 for the same period! Net profit for the nine months | YOUR REGULAR “U. S” TIRE DEALER CAN AID YOU IN YOUR TIRE INSPECTION aio 
MAILING SE RVICE last year. Profit for the nine months ended Sept. 30 amounted to $2,129,- | auaneen ee ee nt ee 
ended Sept. 30 totaled Mtge tge 924, against $3,260,509 for the like | “LS” TIRE SERVICE xx Te nee eee Serve 
: : ster 8 }against $11,512,519 during the like | period last year. WAR-QUALITY RECAPPING capchary capersaamar you". 8" Vow Bash eadsy aan en gre pus peas Net 
Multigraphing — Filling-in | period in 1941. * 4 ee USED TRS pont esto Sept. 
Addressing—Mimeographing | , ' _Webster-Eisenlohr aoa: WEW WAR TIRES ALFRED STIDHAM TIRE COMPANY durin 
Wesson Oil & Snowdrift | Earnings for the quarter ended : PRE-WAR TIRES Operating The Lorgest And Bost Keuipped 1941. 
THE LETTER SHOP, Inc. For the year ended Aug. 31, earn- | Sept. 30 were $67,087, compared |) On OI ping ended 
440 S. Dearborn St. Wabash sess ings totaled $2,257,456, compared | with $63,409 for the comparable ROYAL MASTER 1396-140 Bt. mW. 2010-1 6. MW pared 
re tame src te tot perio 
UNITED STATES RUBBER COMPANY 
The Old South: A Memory ss 
Perished forever, the Old South was a land, a time, of courage and | Government information officials are not yet following the Army and Navy sup profit 
grace. It was the land of the brilliant Confederate captains; of ply departments by awarding an "E" for efficiency in the advertising field. But pared 
lovely women; of magnificent plantations with great houses; the | they privately point out this advertisement in newspapers as an example of the same 
land of mocking birds and gardenias, of lop-eared hounds and fat | best type of wartime advertising, since it renders a real service to the govern for tl 
possums. | ment, to the reader, and to the advertiser. Campbell-Ewald Co. is the agency. totale 
| | ‘ane 859 f 
quarter last year. Net income for | against $4,159,374 for the compar- 
| the nine months ended Sept. 30 was| able period last year. For the year Allec 
$85,589 against $69,053 for the same|ended Sept. 30, profits totaled Fai 
| period in 1941. | $5,235,009, compared with $5,609,857 endec 
| |for the previous year. again 
Abbott Laboratories ae 
Net income for the nine months | Lehigh Valley Railroad mont 
ended Sept. 30 amounted to $1,419,- Earnings for the nine months $2.87 
763, against $1,733,025 for the same|ended Sept. 30 were $3,557,520, for t 
/nine months in 1941. against $3,070,625 during the same 
1941 period. Ame 
Coty, Inc. Ne 
| For the nine months ended Sept. | U. S. Playing Card Sept. 
30, earnings totaled $501,968, com-| Earnings for the nine months $411, 
pared with $472,313 for the same|ended Sept. 30 were $561,631, year. 
period last year. against $938,312 for the comparable endec 
: | period last year. again 
Pepsi-Cola Company in 19 
Net income for the nine months | Zonite Products Co 
ended Sept. 30 was $4,915,000, Net income for the quarter ended = 
against $7,550,000 for the same!|Sept. 30 was $90,641, compared _Ea 
period last year. with $94,928 during the same quar- Sept 
ter last year. For the nine months $732, 
American Safety Razor ended Sept. 30, profits were $190,666, Net 
Profits for the nine months ended | against $165,210 for the comparable ende 
Sept. 30 were $1,533,528, compared | 1941 period. com} 
with $233,213 for the same period! _. the s 
in 1941. For the third quarter ended | Pittsburgh Steel Company Stuc 
Sept. 30, net income amounted to Earnings for the third quarte! 1 
$301,373, against $142,404 for the | ended Sept. 30 were $502,986, com- Ne 
same quarter in 1941. pared with $687,535 for the third ende 
or" quarter in 1941. Income for the pare 
Dixie-Vortex Company nine months ended Sept. 30 was quar 
For the year ended Sept. 30, net | $1,880,161, against $2,366,395 for the nine 
profit totaled $871,770, against $925,- same period last year. 31,27 
450 during the same period in 1941. the ¢ 
5 re | Pe | R National Steel Corporation 4 
wor 5 an oses Household Finance Net income for the quarter ended ec 
| Net income for the nine months|Sept. 30 was $2,838,884, against _Ea 
@ Only once in the world has there @ This is why The Commercial ended Sept. 30 was $4,031,441,| profits of $3,200,453 for the com- sept 
been the loveliness, the easy gran- Appeal means so much to its read- with 
deur of the Old South. And for this, ers. Its readers are Southerners, = 
always in man’s history the Old and to them The Commercial Ap- Cur 
South will symbolize rare beauty peal is the living bond between the -QF- “PURI C H ASE AD\ VER lISING “* 
serene, careless, gay living—brave nostalgic Old South and the mod- a a sade 
individuality—reckless courage. ern New South. Imbued with all the gait 
@ The Old South died in the Civil ‘Tadition of its 102 years, The " = 
War, vanished except in memory. Commercial Appeal has become ; Yale 
The South today is practical and much pose than a arent ae ; Pr 
utilitarian, a land of manufactur- - readers . the — al \ 0 y 
ope é’ found influence in their lives. Cer- we 
ing, diversified farming, and phe- ; : for t 
ER ' <b tainly it offers the surest key to 7 
nomenal prosperity. Outwardly it is soe ae one ‘ ngs 
indistinguishable from the rest of successful advertising—a great — 


@ And yet the traditions of the ket area in the South. 
past are the heritage of every “ “i | 
Southerner. His character, his pur- The Commercial Appeal and The J U M B L E B A S K E T S 


Press-Scimitar are the two great 
Scripps-Howard newspapers serv- 
ing Memphis. Represented by the 
National Advertising Department 
of Scripps-Howard Newspapers 


poses, his ideals stem in great part 
from the legends and the loveliness 
of this Old South. 


M-W “JUMBLE” Merchandise Display Baskets literally j 
put your product “right into the buyer's hands.” They 
provide on easy way for customers to handle and ? 
examine — and to buy — merchandise which otherwise — 
might escape their attention. They speed up dealer's 


turnover of your product at the point of purchase. 
ASK TO SEE ONE—CALL. TELEPHONE OR WRITE—NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 $s. Webesh Gusnee .  eeny CALumet 7200 
CHICAGO 


THE MEMPHIS 


: COMMERCIAL APPEAL 
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parable 1941 period. Earnings for | 
the nine months ended Sept. 30) 
were $8,265,166, compared with | 
$12,922,272 during the same period | 
last year. | 


Seeman Brothers, Inc. 


Net profit for the quarter ended 
Sept. 30 was $105,115, compared 
with $108,436 for the same period 
in 1941. 


Kalamazoo Stove & Furnace 

For the nine months ended Sept. | 
30 net profit was $336,885, compared | 
with $257,771 for the same period 
in 1941. 


Hershey Chocelate 

Profits for the quarter ended Sept. 
30 totaled $1,248,937, against $1,386,- 
473 for the comparable period last 
year. 


Florence Stove Company 

Earnings for the nine months 
ended Sept. 30 were $652,304, com- 
pared with $972,728 for the same 
period in 1941. 


Servel, Inc. 

Net income for the quarter ended 
Sept. 30 was $8,366, against $453,838 
during the comparable quarter in | 
1941. Profits for the nine months 
ended Sept. 30 were $254,049, com- | 
pared with $1,347,260 for the like | 
period last year. 


Commercial Investment Trust 
For the quarter ended Sept. 30, 
profits amounted to $3,684,085, com- 
pared with $4,895,156 during the 
same quarter in 1941. Net income 
for the nine months ended Sept. 30 
totaled $11,285,985, against $14,058,- 
859 for the like period last year. 


Allegheny-Ludlum Steel 

Earnings for the third quarter 
ended Sept. 30 were $904,370, 
against $904,379 for the third quar- 
ter in 1941. Profits for the nine 
months ended Sept. 30 totaled 
$2,874,626 compared with $3,989,236 
for the same period last year. 


American Stove Company 

Net income for the quarter ended | 
Sept. 30 was $72,893, compared with 
$411,627 during the same period last 
year. Earnings for the nine months 
ended Sept. 30 totaled $480,161, 
against $969,784 for the like period 
in 1941. 


Commercial Solvents Corp. 

Earnings for the quarter ended 
Sept. 30 were $527,016, against 
$732,504 for the like quarter in 1941. 
Net profit for the nine months 
ended Sept. 30 totaled $1,670,927, 
compared with $1,637,486 during | 
the same period last year. 


Studebaker Corporation 

Net income for the third quarter | 
ended Sept. 30 was $376,868, com- | 
pared with $702,303 for the same | 
quarter in 1941. Profits for the 
nine months ended Sept. 30 were 
$1,279,697, against $2,016,180 during 
the comparable period last year. 


Hecker Products Corporation 
Earnings for the quarter ended 
Sept. 30 were $155,534, compared 
with $324,116 for the same quarter 
last year. 


Curtis Publishing Company 
Earnings for the nine months 

ended Sept. 30 totaled $464,398, 
gainst $1,628,386 during the com- 
rable period in 1941. 


Yale & Towne Mfg. Company 
Profits for the quarter ended Sept. | 
0 were $272,017, against $138,759 | 
‘or the like period last year. Earn- | 
ngs for the nine months ended | 


ee 


| 


Sept. 30 amounted to $844,608, com- 
pared with $1,095,753 during the 
same nine months in 1941. 


Sweets Company 
For the nine months ended Sept. 


30 profits were $85,232, against $78.,- | 


903 during the same 1941 period. 


Bristol-Meyers Company 
Net income for the quarter ended 
Sept. 30 was $814,685, against $879,- 


507 for the comparable period dur- | 


ing 1941. Profits for the nine 
months ended Sept. 30 were $1,818,- 
589 compared with $2,184,965 for 
the same period last year. 


Columbia Broadcasting System 

Profits for the 39 weeks ended 
Oct. 3 were $2,893,669, against a 
total of $3,815,435 for the same 
period last year. 


Coca-Cola Company 


Net income for the third quarter 
ended Sept. 30 amounted to $6,033,- 
843, against $6,934,088 for the com- 
parable period in 1941. 


nine months ended Sept. 30, profits 
totaled $17,067,231 compared with 
$22,041,599 for the like period last 
year. 


Parke, Davis & Co. 

For the nine months ended Sept. 
30, earnings totaled $5,128,627, 
| against $5,660,274 during the same 
period last year. 


Crosley Corporation 

Net income for the nine months 
|}ended Sept. 30 was $764,698, com- 
pared with $980,368 for the same 
period in 1941. 


| Paraffine Companies 


30 was $385,380, compared with 
| $494,610 during the same quarter 
| last year. 

Radio Corporation of America 

| Sept. 30 was $2,133,937, compared 
| With $2,510,464 for the like quarter 
‘last year. Earnings for the nine 


For the! months ended Sept. 30 amounted to! period last year. 


Profit for the quarter ended Sept. | 


| Net profit for the quarter ended | 


$5,158,058, against $6,611,560 for the 
comparable period in 1941. 


American Safety Razor 

Earnings for the quarter ended 
Sept. 30 amounted to $301,373, com- 
pared with $142,404 during the same 
quarter in 1941. For the nine 
months ended Sept. 30, net profit 
totaled $609,838, against $233,213 
for the comparable period last year. 


Air-Way Electric Appliance 

Earnings for the nine months 
ended Sept. 30 amounted to $80,871. 
There is no report available for the 
same period in 1941. 


Distillers Corp.-Seagrams, Ltd. 

Net profit for the year ended July 
31 amounted to $10,897,440, com- 
pared with $8,110,012 for the same 
period in 1941. 


Consolidated Cigar Corporation 

Earnings for the quarter ended 
Sept. 30 were $358,515, against 
$378,617 during the comparable 
Income for the 


nine months ended Sept. 30 was 
$652,082, compared with $845,764 
for the same period in 1941. 


American Viscose Corporation 

For the quarter ended Sept. 30, 
net income was $1,516,723, com- 
pared with $2,090,464 for the same 
period last year. Earnings for the 
nine months ended Sept. 30 were 
$3,939,528, against $5,465,665 dur- 
ing the comparable period in 1941. 


Vadsco Sales Corporation 

Net profit for the third quarter 
ended Sept. 30 was $37,448. For the 
nine months period ended Sept. 30 
income totaled $138,953. No reports 
are available for the like periods 
last year. 


LINEAGE INCREASE oO” 
FOR DECEMBER 1942 1D2 “oO 


1S IT ON YOUR SCHEDULE? 
OUTDOORS. 729 BOYLSTON ST. BOSTON. MASS 


suy WGBI 


For today’s test... 


"LET'S TAKE SCRANTON! 


e Whether you have advertising or products to 
test, you need a market that’s hot and you need real coverage 
in that market. WGBI gives you BOTH! It gives you Pennsyl- 
vania’s prosperous Scranton—W ilkes-Barre area (the nation’s 
19th market)... and it gives you coverage that’s complete! 


e WGBLI is the only regional or clear channel station serving 
this spending population of 629,581. Outside stations just 
don’t get in over the Pocono mountains. And even if they could 
they'd be up against the hard fact that 98% of all daytime lis- 
teners and 96% of all nighttime listeners throughout Scran- 
ton’s home county tune in WGBI regularly. (Dr. Starch and 
Staff Survey.) 


e Is it any wonder that so many advertisers who took WGBI 


for example, KEPT WGBI FOR GOOD! 


SCRANTON 


PENNSYLVANIA 


\\ 


WGB 


CBS AFFILIATE Joh pT AT R 
w 910 KC S 
1000 WATTS DAY —/ & COMPANY iw" 
Jc dele 500 WATTS NIGHT National Representatives af 
. Rap Raa FRANK MEGARGEE, President - @ 
Pie PRIN G e ke 
CHICAGC 7 % 
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Stuart Chase 
Book Points Way 
to Postwar Goals 


Eonomist Lists 
Obstacles Ahead of 
‘Big Five’ Aims 


Chicago, Nov. 18. 
postwar planning, 
which government, 
public are vitally 
been 
many angles. One basic question | 
stands out: how much will we need | 
to produce, in terms of goods and 


-The realm of | 
that sphere in| 
industry and the | 
concerned, has} 


services, to provide every man, wo-| 


man and child in America with a 
decent minimum standard in food, 


clothing, housing, education and 
health care? 
How we can attain these goals, 


which he calls the “Big Five,” is the | 


ito Mr. 


“ergy 


analyzed and projected from | nally, there will be a vast budget 


Fund, sets the budget for the pro- 
duction to meet those goals. 


is quoted as telling a bankers’ con- | 
vention at Atlantic City last May | 
21 that “one thing is certain—the 
people of this country are fighting 
this war for a better world in which | 
to live. They would like to get it 
through democracy, liberty and free | 
enterprise. But they are determined 
to have this better world of greater 
security one way or another... The} 
handwriting is on the wall. We 
either must cut the cloth to fit that 
pattern or the reformers and dema- 
gogues will. We can point to past 
accomplishments of free enterprise 
until hell freezes over, but people 
are concerned about the future, not 
the past.” 

“The marching people,” com- 
ments Mr. Chase, “and your author 
would be delighted to have private 
enterprise do the job, so long as it 
.| is done.” 


Industry Faces Bonanza 


At the end of the war, according 
Chase, private industry will 
be faced with undreamed-of oppor- 
tunities for expansion. Rubber, 
light metals, synthetics and plastics 
will be in quantity production; 
there will be a profusion of machine 
tools; a great pool of electrical en- 
will have been created; an 
agricultural plant specializing in 
foods of high nutritional value, 
capable of supplying far more than 
our own population, will be on 
hand; a vast force of war workers 
will be demobilized from war in- 
dustries and eager for reemploy- 
ment in peacetime production. Fi- 


filled 
i. Socialism Not Wanted 
consumers At this point, Mr. 
| Fortune poll of July, 
indicated the public’s 
government regulation and “pa- 
ternalism.”” It revealed that 
people do not want a comprehensive 
system of “socialism” (25% for, 


of postponed wants to be 
houses, clothing, automobiles, 
radios, washing machines, all 
durable goods’ which 
have temporarily sacrificed. 

That private enterprise recognizes 
the postwar opportunity is certain; 
that a large segment of private 
enterprise also recognizes the re- 
sponsibility which will inevitably 


1942, which 
reaction to 


subject of Stuart Chase’s new book, | fall upon it seems likely. 40% against, 34% on the fence); necessity, Mr. Chase believes that| honest carpenter builders and a fey 
“Goals for America.” This book, | Walter D. Fuller, president of but 74% want medical care for all by the end of the war all American| larger operators, it is shot through 
the second of a series of six which| Curtis Publishing Company and|who need it; 74% want old age industry will be part of a single,| and through with graft, rackets and 
Mr. Chase has been commissioned) chairman of the board of the Na-| pensions for every citizen over 65;) unified system—‘we shall in fact be| conspiracies.” This is the language 
to write for the Twentieth Century | tional Association of Manufacturers, 68% want jobs for all in public} one great industrial family.” Mean-|of the National Planning Associa- 
| time, due to the necessity of stream-| tion, in a pamphlet issued in De- 
lining civilian economy, a leveling-|cember, 1941. Prefabrication holds 
| off process will have taken place.| forth some help, Mr. Chase hints, 
- The result, he says, will be that| but “one great barrier against pre- 
families at the bottom rung of the| fabrication has been the building 
'economic ladder will have more| trades unions. Naturally they do 
than they had in 1932 and families| not want to lose their jobs to a fac- 
|at the top will have less, but the cut! tory.” He hopefully recalls that “in 
| will come in luxuries, while neces- Sweden, trade unions’ withdrey 
sities will be more equitably dis-| their opposition to  factory-built 
| tributed. | houses when they realized that only 
\ According to an analysis by the}mass_ production could supply 
|Bureau of Agricultural Economics, | needed shelter for all workers.” 
¥ % ’ from 1936 to 1940 there were some Clothing, thinks Mr. Chase, pre- 
\ aN . , 327 million acres of American farm) sents a paradox because for a num- 
$ 4 \ : } |land devoted to production for do-| ber of years this country has pro- 
. % ¥ “4 'mestic use. In 1950, the bureau| duced close to what is needed to set 
' AN ) 1.) | believes, 336 million acres will pro-| up this part of the “Big Five,” bu 
\ i) \ | duce for 140 million people (assum-| productive capacity in the clothing 
\ / ) _ ing no increase in acreage yield),|and allied industries is actually 
' * ee * |an increase of only 2.5%. But there} much larger than present produc- 
Advertisers, Advertising Agencies: | will be vast internal changes: wheat| tion or future need. 

y and other cereal crops should be In discussing adequate healt! 
reduced by 13 million acres; hay| care, Mr. Chase points up the grow- 
and feed grains should gain 21 mil-| ing spread of hospitalization plans 

” lion acres (hay for cows to produce| and also remarks that demands of 
more milk); truck crops (leafy|the armed services on the numbe! 
vegetables) should gain 2.8 million|of doctors may _ dictate furthe 

The mails today are carrying a war-time load. De- acres; hog, sheep and chicken crops “group Medicine” as a_ wartime 
: r should be stepped up; and milch| practice. A problem here is th 
cows should increase from 24 mil-| fact that some 50,000 out of 160,00 
lion to 32 million. doctors will be engaged in govern- 
. t service ¢ Ss > c yf re- 
lays are unavoidable. And delays can be costly too || No Food Exports sere ecabagy Seng Shenoy ney alg 
| 
| The 1950 farm budget does not Education’s Battles Won 
allow for exports—a_ reasonable 
: they throw your advertising schedule off-stride. | Projection since food exports shrank The objective of more widespread 

: : sad ‘from 51 million acres in the late} education will meet less opposition 

’20’s to 30 million in the late °30’s.!Mr. Chase believes, because the 
resulting in omissions and man-hours lost to adver- | 
| . . 
| Macon, Ga. and Trading Territory 
tisers and media alike. Don’t YOU delay! See that | N . 
all instructions, schedules, printing material n at 10 n 
See Forbes Magazine, August, 1942 
are mailed ahead of time. Allow a few extra days. Macon, Georgia Has Plenty People and Money 
500,000 Population 
It will help everybody. | Macon is one of two Georgia 
. . | markets with 500,000 population. 
. 
| 
Buying Income 
RL se RPT rer rer re TP re | 0 
DONT MAIL YOUR ADVERTISING IN TIME MAIL tT AHEAD OF TIME | Greater by 04.97 /o 
“7 
Every body is working—Ev erybody 
bea is buying in Macon, Georgia. 
a 
+ 2 : a ee 5 
CHICAGO NEW YORK DETROIT ATLANTA DALLAS CHARLOTTE ST. LOUIS . ie, Macon gy 
MEMPHIS KANSAS CITY SAN FRANCISCO LOS ANGELES SEATTLE r fay aes 
MORNING EVENING SUNDAY 


| 59% 


Chase cited the | 


the | 


a 


work projects if private industry | The National Resources Planning 
jobs are not open; 58% want unem-| Board sees no_ back-to-the-lang 
ployment insurance during the in-| movement at the close of the w 

terim; and 57% want the govern-| “There is now a larger working 
ment to regulate banks. population on the land than js 

On the optimistic side for many | needed to maintain normal produc- 
businessmen who envisage a post- tion for a growing population.” Thijs 
war world of rising regimentation, | recalls the fact that 50% of the na- 
were against the regulation of | tion’s farmers receive only 12% of 
the nation’s farm income. 

On the subject of housing, Mr. 
Chase believes that, in order tp 
meet America’s postwar gouils. 
somewhere between one and two 
million dwelling units will have to 
be constructed annually for 10 years 


automobile companies; 62% opposed | 
the regulation of grocery stores. 
Twice as many believe that after 
the war life will be better than be- 
fore, a larger majority think a 
young man will have more oppor- 
tunity after the war than he en- 
joyed before, and a plurality thinks | after the war. This would mean an 
that unemployment will be less five | aggregate of somewhere between 10 
years after the war ends than it was| and 20 million new structures, ind 
in 1940. | compares with 37,327,000 in the 
“If this poll is reliable,” the econ-| country in 1940. 

omist sums up, “it is manifest that} ,, - ' 
the majority of Americans are look- | Construction Industry “Backward 
ing for a better world when the| 
war ends. They do not want new | 
‘systems’ or new ideologies, but they | 
want jobs, public works, medical 
care and social security. They want 
the deed, not the word.” 


Construction will not be an <casy 
task, partly because it is “our most 
backward industry. In an age of 
mass production and assembly lines 
it remains today, with a few note- 
| worthy exceptions, a small-scale 
handicraft business which hardly 
deserves to be called an industry 
Quoting Bernard Baruch as to its}at all. . . In spite of numerous 


Sees Unified Industry 
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great battles for the spread of the|* : s ‘ 
public school system and for laws American Builder 
compelling attendance have been | 

fought and acceptance won. Never- Expands Program; 
theless, of the 229,000 public school | : 

buildings in the country, 121,000 are Mason Is Editor 
ene-room affairs, in many of which 
one teacher instructs all 12 grades 
of elementary and high school. 


Public Works to Continue 


One of the almost universally 
recognized goals of postwar econ- 
omy is 100% employment. Mr. 
Chase seems inclined to agree with 
the public works theory of employ-| publisher of 
ment. He quotes the _American | Amerionn Build- 
Youth Commission to the effect that), pac an- 
“for some years after the war, the} nounced = pore 
attempt to achieve full employment |. ded dit hal 
through the expansion of private saps ‘ B, nae 
enterprise will be only partially | Po ealiar ; wt 
successful. It will be necessary to|- ‘Seah SiMe. 
carry on substantial programs of | oom ener i 
sane hog to provide jobs for tor for the past J h 

Fundamentally, however, Meleeen phd se es 
Ciewed as one aspect of a gigantic |Ctitor_ of the magazine, and will 
il tn “Sia one te tie make his headquarters in Chicago. 
eideh of Gnd of the Greet treneition| Bernard L. Johnson, editor for the 


d . | past 35 years, has been appointed to 
periods of history, where economic, | ?* i pes 
a newly-created post of western 


political and social institutions are|) ... 0° = a etd " 

changing at an abnormal rate,” he | editor, and will make his head- 
declares. “One of the best things | Wuarters in Seattle, Wash. Paul W. 
the war could do for us would be Watson, formerly of American Lum- 
to break down permanently the | berman, has joined the Chicago edi- 
habit of judging public or private 


Chicago, Nov. 18.—Based on the 
assumption that the building indus- 
|try “is faced with fast-moving, far- 
reaching changes and a vast postwar 


|of the board of 
ithe Simmons- 
| Boardman Pub- 
| lishing Company, 


| market,’ Samuel O. Dunn, chairman | 


torial staff. Robert S. Sangster 
continues as managing editor. 

Mr. Dunn has also announced an 
ambitious editorial program for 
1943, including such subjects as 
building tomorrow, the immediate 
war housing job, prefabrication, 
wartime repair and 
looking ahead to the postwar qual- 
ity home, commercial buildings, 
farm structures, etc. 

The establishment of the new 
western editorial office is the result, 
| the publishers said, of the ex- 
| pansion of that area as a source of 
lumber, plywood, plastics, alumi- 


) num, magnesium and steel. The 


| Coast, they pointed out, has become | 


|}a major production center for build- 
|}ing materials and other manufac- 


» | tured goods. 


Pontiac Paper Resumed 

| The “Pontiac Chieftain,” 13-year- 
old dealer newspaper of Pontiac 
Motor Division, Detroit, has _ re- 
sumed publication after a lapse of 
several months, to serve as a clear- 
ing house for dealer and factory 
ideas on maintenance of wartime 
service to motorists. 


Advances Kennedy 

Leo Kennedy, with Needham, 
Louis & Brorby, Chicago, since De- 
cember, 1941, has been appointed 
|copy chief. 


maintenance, | 


| “Newspapers of America can lead 
the way,” Henry Doorly, publisher, 
declared. He hopes that other news- 
| Papers will get behind the effort. 
| Incidentally, the booklet says very 


‘World-Herald’ to 
Promote Gardens 
as Shortage Guard 


| plainly that no mention of the 
| Omaha, Neb., Nov. 17. — The! World-Herald is necessary. 
Omaha World-Herald, which 


breathed life into the scrap cam- Organizes Scrap Drive 
paign when it was tottering its way Chevrolet Motor Division has 
toward oblivion and set the pattern | begun a promotion known as “The 
of newspaper cooperation which! Victory Service League,” in which 
turned salvage into a personal cru-| factory men are traveling the coun- 
sade for every family, has turned try helping dealers organize pa 
out another timely piece of patri- collection drives. ‘ In a recent issue 
otic promotion. of Victory Service News,” which 
a2 ans ’ reports the progress of the promo- 
Realizing that the United States) tion, it was announced that 19,736,- 
may well face a serious food short-| 166 pounds of scrap metal and 
age next year, particularly in fresh | 5.759.819 pounds of scrap rubber 
vegetables, the World-Herald has|have already been collected. 
espoused a victory garden promo- | —— 
tion. The newspaper will establish | 
demonstration gardens, showing | HOOnam Gets New Post 
what can be done in backyard plots 
and in larger vacant lots by coop-| 
erating families. 


Booklet Outlines Plans 


Agnes Loonam, formerly of Law- 
rence C. Gumbinner Agency, has 


| joined Pettingell & Fenton, New 
| York, to head its traffic department. 


| 
ee §6oTHE WORLD'S BEST SPORTS WRITERS 


QuTDooRs a 
"MEANS THE WORLD'S 


| The newspaper has prepared a 
booklet outlining its plan, how its 
farm editor is to supervise it, how 
the state college of agriculture has 
been incorporated in the picture, 
|}and how photographs and publicity 
|}can be used to avert a serious food 
| situation. 


BEST SPORTS READERS 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


enterprise as either all white or all 
black, depending on one’s point of 
view. We are... heading deeper 
into a mixed economy, where gov- 
ernment takes the responsibility for 
over-all planning for full employ- 
ment, but where big business, little 
business, cooperative associations 
. all share the field.” 


Mass Production Must Work 


In discussing the conflicting eco- 
nomie philosophies of the postwar 
era, Mr. Chase seems to find com- 
fort in the speech of Milo Perkins, 
executive director of the Board of 
Economic Warfare, before the grad- 
uating class at Swarthmore College 


t May: 
“We are engaged in a struggle | 
that transcends the present war. 


This is a long, long fight to make 
a mass-production economy work. | 
The battle started when machines 
became important in the lives of | 
men. . . It will be won when we 
have built up mass consumption to | 
a point where markets can absorb 
the output of our mass production | 
industries running at top. speed. | 
Then, so far as our physical needs | 
are concerned, life can become a 
journey to be enjoyed rather than | 
a battle to be fought.” 

The first book by Mr. Chase, “The 
Road We Are Traveling,” discussed | 
the economic history of the United | 
States from 1914 to 1942. Even-| 
tually, the entire series of six will | 
be published in a volume called | 
“When the War Ends.” The book 
is available for $1 from the Twen- | 2 
tieth Century Fund, 330 W. 42nd) ote 
St.. New York. 


SIGNIFICANT 
FACTS ABOUT 


1943 
CONSTRUCTION 


Prints Lumber Sticker 4, Ee 
Western Pine Association, Port- | Ni egies ay 
land, Ore., has developed a_ red, | ees Ri 
white and blue sticker carrying the 
words, “Logging and Lumber Indus- | 
try—War Worker,” for its member | 
mills. Stickers may be obtained at 
cost by companies outside of the 
association’s membership. 


Purex Still at L&T 


Purex Corporation, Los Angeles, | 
has announced that its account will 
remain with Lord & Thomas, which | 
has handled the account for the | 
past seven years. It was announced | 
recently that another agency would | 
take over the account after the first | 
of the year. 


A 
MARIA KRAMER 
HOTEL 


HOME with every comfort 


and not a care... 


MOTEL LINCOLN | aay 
44th to 45th Street at 8th Ave. * 


Spacious R ith 
1400 ive Bah & Radi ned 


John L. Horgan, Gen. Mer. Cl 6-4500 | 
‘Special Rates fo Men in the Armed Forces 


| McGRAW-HILL BUILDING - 


wweres DONSTRUGTION serocom 19437 


What's going to happen to engineered construc- 
tion in 1943? Is the job of construction for our all- 
out war effort about completed? Is the construc- 
tion industry ready to hole up for the duration, as 
some recent headlines would indicate? 


There is much confusion regarding the immediate 
construction outlook . . . confusion that should 
be cleared up now, for the good of the con- 
struction industry in its all out effort to help 


win the war. 


4... All engineered construction will be essential to the war effort, the health 
and safety of the public. But next year not all United States construction 
will be done in the continental United States, which is what most statis- 


tics measure. 


2... Quantities of construction materials, parts, equipment, supplies, and 
tools needed will approach, if not exceed, 1942’s record volume. 


3... Dollar volume of construction in continental United States will recede 
214 billions dollars from this year’s level, but will still be 8% higher 
than the highest pre-war defense year (1941) and 60% above the high- 
est peacetime year (1929). 


4... Add to continental 


construction volume the American bases to be built 


abroad with American money, labor, equipment and materials, and total 
volume will approach, if not surpass, record-breaking 1942. 


§... Demand for construction equipment and materials by 210,000 Navy 
Seabees and 400,000 Army engineers will be increasingly heavier. 


6... An estimated 2 billions of construction work, on which contracts will 
have been let in 1942 but which will not be completed until 1943, steps 


up further anticipated volume. 


7... Add, too, the adaptation of construction techniques, tools, equipment 
and materials by construction men to shipbuilding. Witness the ship- 
building records set by Henry J. Kaiser's construction-trained men. 


A detailed report on the outlook for 
1943 engineered construction is available 
on request. It includes the outlook for 
engineered buildings, waterworks and 
sewage construction, highways and 
bridges, and unclassified construction 
(airports, naval bases, war housing.) 
Write to... 


_ They 


pues and ice ENGINEERING NEWS-RECORD 


330 WEST 42nd STREET 


AND 


CONSTRUCTION METHODS 


NEW YORK, N.Y. 


) Pe ee m sepia 
: ze eee i _ = ERT ai ve lldiae T 
, or Ff 
- ae 
of ae 
r : ‘ 
(7) ' 
0 ‘. : ‘ 
tO 4 , 
rs ; 
in oat 
0 , 
ae ae. 
——— e 3 8 
° — 
ee 
sy sae 
“ oe ae ee © 
of a cen 
e- z f 
le { x . 
ly J aa 
ry . 4 
us 7A Fs 
W 
zh je 
id 
ge | 
a- ye 
ds : F Be - al a2 
ts, elite a 
iy re dt ae 
e- Se a 
ng ’ oe 
: WHERE'S Os i 
iC- ile i os 
‘in 
WwW : oe 
ilt % p 
ily ee ; 
] y | _ 
e- ae * 
= PS ty, ne 
rO- : 4 ee 
ing Ne Qi 
uc- oo ae 
W- fF be 
ins —o: CO 
be! sf “4 ; = 
he i ee ie 
me 
00 ae i 
™_ Bk 
, eC ee 
cad : pai. 
ion ee 
7 ee ee 
“yen : i 
Tk. ; - fe = 
2 o's “Sh, > a 4 > 
6423 Shy . 
4 S852: . re big a ‘ 
1 Reis SR Sy hae 88 Mi: ay , 
7 teh, Meaty) Se ae Fe a , 
RI 2. mn pe ot peo 5 8 
ay gad will Be oT vat ——" 
levels. more me thon ever bef shele jobs ee aes ek: & 
| ation Work TT ig men ond They secret. BM ——_ 
me consint, to follow there is of necese , methods: -— . 
f 4 gineering NS 56,000 pod au get YOU" se ork i 
ieee ——— _ with ™ irionol 2 a — 
Ht | ay . odd doing yodey ier na ae 4 
E | Wer 190,000 ho ore : a as = 
St to these men do gomorrow sf oe ’ 
I : oe 
ney “i af eg AE ee ele eee Bp tye aE eke a gee ee Me eee? ee, ea ah ee BP nn “age ass aor d * 
ani 3 EX SI AN RO. FAS Pig. Se ee ae Fe ee | Rik —pecoe e 
* Be a ' — hey é Put an 3 —_ “ 2" oS ae = ” Jar dh = —_ - 0° oa nee 2 a ‘oa. ea 


ee. 


42 


ADVERTISING AGE 


November 23, 194? 


Most Night 
Shoppers Women, 
Survey Discloses 


Pittsburgh, Nov. 18.—More than 
two-thirds of all consumers who 
shop Monday nights in Pittsburgh's 


downtown business district are wo- | 
these | 


men and the majority of 
women shop alone. 
Those are two of the 
garding wartime shopping trends 
that were uncovered in a recent 
survey conducted by the research 
department of the Pittsburgh Press. 
The study was made of more than 
3,000 downtown Monday night shop- 
pers in October to find where these 
shoppers lived, the 
means they used, and the time of 
the day they came to the downtown 
area. Interviews were made inside 
five major department stores, one 
furniture store and one variety 
store, and in the lobbies of more 
than 100 apparel stores and spe- 
cialty shops. Only one interview 
was secured from each shopping 
group. Approximately 1,000 inter- 
views were made on each of three 
Monday evenings, Oct. 5, 12 and 19, 


| showed the per cent of all men and 


facts re-| 


transportation | 


and a consistent pattern was found! the Press some time after nation- 
in each of these weeks. wide gas rationing goes into effect 
'to determine changes in the Mon- 
|day night shopping conditions. 


Seventy Per Cent Women 


It was found that the composition " 
of all shopping groups was made up 2 W. Mason Joins 


of 70% women, 22% men and 8% Wilson & Hai ht 
children. A further break-down | g a 
arvis . a- 


women shoppers to be as follows: | son has joined 
Women shopping alone........ 38% | the staff of Wil- 
Women shopping together..... 27% te oa 
Men shopping alone........... 12% a ot =o 
— shopping together. we ke ee 2% | 5 exseutive. Mr. 
Men and women shopping a, Mason formerly 

together errr rere er ree ae ee 21% was advertising 


It was also found that 90% of the} manager of the 


| Monday night shoppers lived in National Fire 
Allegheny county; 98% _ resided Group, Hartford. 
within a 30-mile radius of the| Priortohis 
downtown area; and 82% lived) association with 
within a ten-mile radius of the | Jarvis W. Mason aang Fire 

Seventeen per | roup, Mr. Ma- 


mntow istrict. 
pope ea ; re < ts tn ~~ |}son was with London Assurance 
cent came downtown in the morn-| nq its affiliates in New York. He 


ing; 17% in the afternoon, and 66% | also spent several years with 

in the evening. |Charles Austin Bates, Inc., New| 
Fifty-three per cent of the shop- 'York agency, as copywriter and 

pers traveled to the downtown by) account executive. 

street car; 25% used private auto- | —_—_—_——_ 

mobiles; 16% came by bus; 3% by Balsam Joins Tyson 

train; and 3% by foot or other eae — 

means. It was revealed that hel ee ee eee ee | 

average number of persons. per =e “ Cis ' rm 


joined O. S. Tyson & Co., New York. | 
He previously was one of the prin- | 
cipals of William Balsam Advertis- 
ing, Chicago, handling industrial 
accounts. 


automobile was 2.7% and 35% of 
the automobiles carried members of 
more than one family. 

A similar survey will be made by 


IT GROWS 


BIGHER 


IN 


FERTILE GROUND 


Alert advertisers are sowing ‘seeds for greater sales’ 
when they cover the ''fertile’’ East Texas-North Louisiana- 
South Arkansas market. It's an area with 30,000 pro- 
ducing oil wells, more thon 300 million dollars of war 
construction plus a rapidly growing livestock and agri- 
cultural industry. KWKH—with 50,000 watts—stands in 
the heart of the area... holds an influential hand on 


the purse-strings of more than 300,000 radio families. * 


{RAANSAS 


| * SHREVEPORI 


. 


( 
‘ LOUWISIAVAR 
JINAS 4 


*CBS 
sets net daytime circulation 
ot 313,000 radio homes; 
net nighttime at 425,000 
Member 
South Central Quality Network 
Ask The Branham Company 
for details 
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COMPANY 


PLAIN TALK FROM FOOD CANNER 


WAS HITLER RIGHT 
WHEN HE CALLED US SELFISH? 


Answer him yourself after you read 
this statement about our food supply 


ee ee oe 


ee 


* Bee ete rt ot et oe Oe ty 
ee 
=) hom for bam 

& Phe mee eae fore week ek Mae ee 
pr Oe & ae meh ot mee, WH ol Oy oe 
Dat Minne “Tey tore Werk” plee Rend oom, ie ce 


a ee 
or ek ee ce ont ee — eet eeally el ee 
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Teh el Mme met) and te oar entteom gusty 
2 Nee ee guaceard m om poodmmL 


Om beer! es eee en ot aero 


ee 
wre!) secrtce fos any of a Wwe 


Tet celles must now be rationed! ene OE © 
fow ter he Gi ands cere mare apenem tha ot Acmmes 


pene for nemeees ee Ses an ot Dnt Mae 
Apress — sud can) bent a Vous gras way howe Det 
omer Pencben on Prac. ae Fie few Satin —ortay tm 
ay came of rare) hee dimmers have Det Mame Aapar 
ee 
em, « Con @ ee 


et en 
FS Lng Sak tgeties and dee and mee he 


Here's what you can do to help: 
ee Learn oye and mag” end png poet mene 
word Ge Del Vewer be pm gree fer bee 
ee ee ee ed 
ee er oe Meme oo emi 

Ames 6) ~ core tee oe adi here 8 gah nm 
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ee 


TAKE THE VARIETIES 
YOUR GROCER HaS— 


GUY FOR A WEEK 


i 


habits of 


Ce eed ies See ieee ea 


currently promoting ‘‘buy-for-a-week’’ 


Packing Corp., 
conservation, uses full-page newspaper space to condemn hoarding and assure 
housewives that, with sensible sharing, “no one will have to go hungry.” 


California 


‘Forrest Davis Joins 


| staff of The Saturday Evening Post. 


‘Knox Advertises 


Names Gerth-Pacific 


Statf of the ‘Post’ | Gerson-Stewart Pacific Corpora- 

Forrest Davis, newspaperman and | tion has appointed Gerth-Pacitic 
author, has joined the editorial] | Advertising Agency, Los Angeles, 
to direct advertising for Bobrick 
Combo and other products. Bob- 
rick’s Combo is replacing Bobrick’s 
ammonia, which will be diverted to 
war needs for the duration. 


lee 
Joins Chek-Chart 

Advertising is now appearing in|} Arnon N. Benson has joined the 
Canadian newspapers for Spantex,| staff of Chek-Chart Corporation, 
Nixoderm and Chinaroid, products | Chicago, as business manager. Mr. 
of Knox Company, Los Angeles, fol- | Benson formerly published the 
lowing a recent test campaign. Allen |‘“‘Automobile Dealers Market Rec- 
C. Smith Advertising Company. | ord,’ a monthly used-car valuation 
Kansas City, handles the account. service. 


As associate editor, Mr. Davis will 
be stationed in Washington, D. C., 
where the Post is opening new 
offices. 


| CAN FILL THAT JOB! 
Do You Need a Man: 


Thoroughly familiar with all forms of 
Advertising Media 


I have placed millions in magazines, 
newspapers, outdoor and radio. 


Acquainted with Mechanical Production 
Former production manager of one 
of the Nation’s foremost Agencies. 


Who is a fair Copywriter 


I have seen the best created and devel- 
oped and have written a reasonable 
amount of hard selling advertisements. 


Experienced in Client contact 
Have successfully directed the policies 
and programs of a long and varied 
list of national advertisers. 
With a record of steady top-flight employ- 
ment since the Close of World War I. 


? ? ? ? ? 


If you do—!I can fill the job! 
A-1 references are available to aggres- 
sive Chicago Agency or manufacturer. 


Box 3862 
Advertising Age, Chicago 
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‘Rely on Reliance 
Slogan Helps Link 
Varied Products 


Reverse Plate Boxes 
in All Advertising 
Repeat Company Name 


By JOHN CRICHTON 


(Picture on Page 51) 
Chicago, Nov. 18.—Reliance Mfg. 


Company, maker of almost any item | 
one might care to name in men’s | 


and women’s apparel, takes no 
chances with misidentification in its 
advertising. In every insertion, a 
new slogan, “Rely on Reliance,” ties 
in the product with the rest of the 
company’s advertising efforts — 
whether the product is a parachute 
or pair of slacks for a woman 
welder. In reverse plate boxes, 
appearing in all national advertis- 
ing, the slogan is being hammered 
home. 

Reliance has always made an 
extensive line of items. Before it 
began to supply the armed services, 
the company produced dress shirts 
and sport shirts, dresses, men’s and 
women’s pajamas, work _ shirts, 
jackets, work pants, men’s under- 


of scrap, with a headline asserting, 
“Young America never misses!” 
In each insertion a box appears 


peating the “Rely on Reliance” 
theme. In each insertion the lower 
|right-hand corner contains a simi- 
‘lar, smaller box, re-emphasizing 
| the name of the product, Big Yank 
shirts, Universal pajamas, Yank- 
shire coats, Happy Home dresses, 
Aywon shirts or Ensenada slack 
suits. 

All current copy is keyed to the 
war effort, with such headlines as 
“This Army also delivers,” showing 
a group of men on a warehouse 
dock; “Good news for shirt buyers,” 
‘depicting a broadcasting studio with 
/a newscaster delivering news bulle- 
tins; “A man’s coat for a man’s 
job,” showing an air raid warden 
in a Yankshire fingertip corduroy 
coat; “And it landed right on their 
mid-deck,” showing a farmer read- 
ing a letter from some far-off battle 
front; and “We’re all soldiers now, 
son,” showing a defense worker and 
his family out for a walk in the 
country, all wearing Ensenada slack 
suits. 


F the upper left-hand corner, re- 


| 
| 
| 
| 
| 


Booklet Offered 


Of all Reliance goods made for 
the services, none comes in for as 
much attention as its parachutes. 
One of the company’s proud posses- 
sions is a photograph of Prime Min- 


ister Winston Churchill reviewing a 
company of paratroops, on whose 
‘chutes can plainly be seen the 
stamp “Reliance Mfg. Co.” Recog- 
nizing the widespread interest in 
the parachutes, the company offers 
a free booklet, “The Interesting 
Story of Parachutes,” by Capt. 
Roger D. Rae, parachute expert, 
which describes how the ‘chutes are 
used for peacetime, military and 
stunt purposes. 

For the many women who are 
holding jobs in industry, Reliance 
is promoting industrial suits and 
slack combinations. If the illustra- 
tions of the greaseball Garbos are 
anywhere near accurate, then some 
of the drawbacks of a labor draft 
have been over-emphasized. A style 
“must” on these clothes is a fasten- 
ing arrangement at the ankle to 
prevent a_ free-swinging trouser 
from being caught in machinery. 

Backing the company’s national 
advertising is an elaborate layout of 
newspaper mats and display mate- 
rial for dealers. The same art work 
is employed in the local tie-in mate- 
rial. This adds to the continuity of 
the entire advertising program, 
which is in charge of J. W. Champ- 
ion, sales and advertising manager. 

There was a time when Reliance’s 
advertising, like that of many an- 
other company with widespread 
divisions and a multitude of prod- 
ucts, lacked cohesive integration. 


Today, tied in tightly with the 
“Rely on Reliance” theme and the 
reverse-plate identification box, 
each of the company’s products is McCoy Products, Inc., New York, 
clearly linked with the others. has released a new campaign em- 
Ruthrauff & Ryan is the agency bracing Mexico, : Panama, Costa 
handling the account. Royden V. Rica and other Central American 
Rice is account executive. | countries, with a substantial budget 
- : increase, through Irwin Vladimir & 
Co., New York, recently appointed 
agency in charge of export adver- 
| tising. 


Launches New Campaign 
in Latin America 


Anthracite Industry 


Steps Up Research Radio, half-page and two-thirds 
Anthracite Industries, Inc., is| page advertisements in newspaper 

planning to launch the largest re-|and magazine rotogravure sections 

search program ever undertaken by|are being used. 

the industry to develop inexpensive | ae 

auxiliary equipment which would | : Sac 

improve the efficiency and con | eee Edition 

venience of present equipment Saluting lowa Farmers 

using anthracite. In cooperation The Gazette, Cedar Rapids, Ia., 

with manufacturers, the industry| published a four-section special 

plans to design and improve boilers, | edition Nov. 8 called “A Salute to 

furnaces, tank heaters, stokers, etc.,| the Farmers of Iowa.” The annual 

thus preparing for the postwar} farm edition this year was dedicated 

challenge of other fuels. | to the farmers who are our “soldiers 
The stepped-up research program | of the soil.” 

will be in addition to the activities | Advertising tied in with the 

that Anthracite Industries has car-| theme of the edition with dedicatory 

ried on in the field for several years, | copy praising Iowa farmers. : 

assisting dealers and giving them | . aa eae 

general service training. No gen- : 

eral campaign of consumer adver- Marine Sells Space 

tising is contemplated at present. The local recruiting office of the 

fees <a Marine Corps, Lexington, Ky., re- 
cently used three pages of adver- 

Gregory Advanced tising in the i Herald and 
Bruce Gregory, formerly’ in}|Leader to commemorate the Ma- 

charge of sales for Thornton Tan-|rines’ 167th birthday. The space 

dem Company, Detroit, has been| was sold to local business men by 

appointed vice-president in charge| Staff Sgt. Vernon Burns of the 

of sales and a member of the board. | Marines’ office. 


wear, shorts and union suits, boys’ | 
shirts and play suits and slack suits | 


for men, women, boys and girls. 
List Greatly Expanded 
On top of this list, the company 
now makes parachutes for para- 
troops and air forces, delivery para- 
chutes, cargo parachutes, mechan- 


ics’ suits, fatigue uniforms, trousers | 


and shirts, field jackets, sandfly 
bars, cadets’ shirts, airspeed tube 
covers and work coveralls for the 
Army; Navy work shirts, flannel 


shirts, white jumpers and _ shirts; | 
and finally, an industrial suit for | 


the female war worker, a_ svelte 
product which answers the purpose 
by being durable and desirable 
enough so that the woman who 
wears it doesn’t feel she’s forfeited 
her feminine birthright. 

Possibly the best-known single 


item made by the company is its | 
Big Yank work shirt, a stand-by on | 


the farm and in the plant for years. 
New products don’t outshine old 
with Reliance; Big Yank shirts are 
still promoted regularly in Life and 


such farm papers as Country Gen- | 


tleman, Progressive 


Successful Farming. 
Copy Stirs Comment 

One highly-praised bit of Big 
Yank copy shows a workman pull- 
ing on his gloves, a grim grin on 
his face. Says the headline: “Who's 
going to enslave who?”, with the 
text warning that “he and other 
grim Americans are working and 
sweating for freedom.” 
Another Reliance advertisement 
which stirred unusual comment wa: | 
ne for Penrod shirts, which de- | 
picted two boys wheeling in a load 


ie 
COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Farmer and 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 


FAMILIES WITH CHILDREN 
AVE THE MOST COLDS 


INCIDENCE OF COLDS 
BY AGE GROUPS 


UNDER 10 YEARS . 28% 


10-19 YEARS . . 


18% 


E: 
4 
4 

I 


20-29 YEARS .. . 13% 
30-49 YEARS... 16% 


%. 50 AND OVER 


14% 


Vorente’ 


New York « Chicago ¢ Boston ¢ Atlanta « San Francisco 


Read in More than 2/3 of a Million 


Homes Where Little Priorities Live 


NUMBER OF PEOPLE REPORTED 
SUFFERING FROM COLDS 


OCTOBER’ °° ° 13,000,000 


DECEMBER °° * 18,000,000 


MID | 
FEBRUARY °° ° 227000,000 


More customers for cold remedies are found among families with chil- 
dren... this is the picture as shown by a Gallup Survey of the 
number of families having colds during the past winter. 

Children under 10 years ore about twice as susceptible to colds 
as adults. All of which leads to this inescapable conclusion: 


Manfacturers of products for the reliet 
of colds, or their prevention, make 
the best buy when they advertise in 
Parents’ Magazine —the only magazine 
that reaches an audience made up 
entirely of families with children. 


Now, with fewer doctors available, and with heat rationing, the 
numbers catching cold will likely show a marked incrense over last 
year. Mothers, more than at any other time, will rely on the prod- 
ucts of those reputable drug manufacturers who advertise in Parents’ 
Magazine... 


Most leading manufacturers of medical and drug products have 
olready scheduled advertising in Parents’ Magazine. How about 
you? Missing a bet? 
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Employe Problem 
Hard to Overcome, 
Buckley Declares 


Chicago, Nov. 17.—The manpower 
problem will be more difficult for 
publishers and others in the graphic 
arts field to solve than those due to 
restrictions on production and use 
of paper, metals, etc., Homer J. 


Buckley, president of Buckley, | 


Dement & Co., told the Chicago 
Business Papers Association yester- 
day. 

He said that the increasing de- 
mands of the military services and 
war industries, plus the increasing 
needs of the administrative agencies 
of the government, make personnel 
problems extremely difficult of solu- 
tion. Women are being used so 
generally both in war industries and 
in governmental administration that 
this source of supply is almost 
closed to civilian industries, he 
added. 

Predicting that paper consump- 


tion by publications and commercial | 
users of paper would be restricted, 
Mr. Buckley urged business papers 
to relate their editorial activities to 
the war so as to justify maintenance 
of their circulations, and likewise to 
seek advertising on a selective basis. 
\If these policies are maintained, he 
isaid that industrial publications | 
|should have no serious difficulties. | 
| 


Osborne Named President 

David R. Osborne, sales training 
| director for Studebaker Corporation, 
|South Bend, Ind., has been elected | 
| president of the National Society of 
| Sales Training Executives. 


‘Click’ Names Bonsted 


| Charles Bonsted, formerly asso- 
|ciate editor of Mechanix Illustrated, 
| has been appointed associate editor 
| of Click. 


‘Carolina Admen Meet 


| Carolinas Advertising Executives 
| Association will hold its January 
| business meeting Jan. 29-31 in 
| Spartanburg, S. C. 


Fon mail from Philly 


> Tae 


| Getting Personal 


Dr. Ralph L. Powers, Los Angeles radio counselor, has been elected 
a Companion of the Australian Institution of Radio Engineers. . . The 
story of public relations in aviation is told in Harry Bruno’s new book, 
“Wings Over America,” just published by Robert M. McBride & Co. 
First publicist for many fliers, Mr. Bruno is head of H. A. Bruno & 
Associates, New York public relations company... 

Donald M. Nelson is slated to get the Poor Richard Club of Phila- 
delphia’s gold medal of achievement at the 38th annual banquet on 
Jan. 16. Last year’s winner was Walter M. Dear, publisher of the 
Jersey Journal and ANPA prexy. . . Stanley Resor, J. Walter Thomp- 
son president, has been named to a committee in charge of arranging 
an “industries dinner” in New York for Russian War Relief. . . 

_ - _—$ $$ $ When Bill Rupp, 
classified a.m. of 

DAMMANN BUYS A BOND a” dean a 
Farmer’s Wife, 
Philadelphia, left 
to join the Navy, 
friends gave him a 
send-off luncheon. 
Included in the 
group were Gra- 
ham Patterson, 
publisher, and Neil 
Mathews, vice- 


president. Harold 
Jeunet will take 
over Rupp’s 
duties. . 


Hale and active, 
a hustler who puts 
men half his age 
to shame on the 
streets of the 
Smoky City, Albert 
(Al) Seif, dean of 
Pittsburgh’s news- 
paper advertising 
fraternity and a 
member of the 
Sun - Telegraph’s 
display staff, cele- 
brated his 80th 
- —---— ——— — birthday Nov. 10. 
In honor of the occasion, his associates presented him with a cake, a 
purse and many spoken tributes. . . 

Sixty-five cents will do various things, but at Buffalo, N. Y., 65 cents 
will admit an adman to the Adclub Card Carnival Dec. 4-5 at the 
Hotel Statler. But the 65 cents isn’t just admission; that money will 
buy a carton of cigarets for a Yank, and that’s what it goes for... 


An honor long overdue has finally caught up with Eliott D. Odell, 


War Bond Square, at 52nd St. and Broadway, New York, 
got off to a flying start when Milton Dammann, American 
Safety Razor president, purchased a $25,000 bond for 
his company. The white cottage was donated by Gem 
Blades. Anybody who buys a stamp or bond gets a 
chance to make a recording for dispatch to a member 

of the armed services. 


WWIL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANSg 


50,000 watts 


- - clear channel 


Fawcett Publications ad director. Exactly 24 years after the event, 
| he received the Army Silver Star Cross and Order of the Purple 
Heart for “gallantry in action in the evacuation of wounded under 
heavy shell fire and machine gun fire at St. Souplet, France, on Oct. 
19, 1918.” During the action he was wounded... 

J. Maxim Ryder, of the Springfield Newspapers advertising depart- 
ment, is richer by a $25 war bond, a recognition of his performance 
in an ad club quiz. He identified the trademarks of 27 current adver- 
| tisers and knew half of 20 who have stopped promotion. . . 

The newly - expanded radio 
activities at Maxwell Field, Ala., 
air forces training center ought 
to be in pretty capable hands. 
Recently named to the public 
relations staff were Ist. Lt. Rob- 
ert G. Jennings, formerly v.p. in 
charge of radio, H. W. Kastor & 
Sons agency, and Corp. Elmo 
Israel, former production man- 
ager at Station WSB, Atlanta. 
The two experts are putting on 
a half-hour show, “Victory Rides 
on Wings,” aired over WAPI, 
Birmingham... 

Edgar Bernhard, attorney and 
v.p. of Roth, Schenker & Bern- 
hard, Chicago, has been named 
chief atty. for the War Relocation 
Authority and will be stationed 
in 'Frisco. . . Lt. (jg) Joseph W. 
Bailey, USN, was back in Chi- 
cago recently and appeared on 
| the Quiz Kids show which he (as 
| a member of Louis G. Cowan & 
| Co.) had helped to organize and 


HARRIS HONORED 


* alia 


Willard Egolf, governor-elect of the 
Tenth District, AFA, and commercial 
manager, KVOO, Tulsa, presents Les 
Harris, retiring governor, with a com- 


Opportunity for | 
Amateurs in 
Advertising Art 


New York, Nov. 17.—Depicting 
an art director in an advertising 
agency as an artist in charge of ac: e- 
ative clearing house, Paul Berdan =r, 
art director, J. Walter Thomp.: 5p 
Company, in the article “How Ad- 
Men Use Photography” curren'ly 
appearing in Good Photograp)y, 
outlines the pertinent steps accom- 
panying production of campa =» 
pictures. 

Samples of each photographer 
pass under the eye of a trained 
observer and shots applicable to a 
particular account of the agency re 
given to the art director who 
handles the account, for study af er 
business hours. Whether art or 
photography will best express ‘he 
idea of the advertisement is a pri- 
mary consideration, says Mr. Ber- 
danier. The product, copy angle, 
space and preference of the clicnt 
must necessarily be taken into 
account. 

“An art director is not interested 
in photography, he is interested in 
pictures,” Mr. Berdanier claims. To 
bear out his point, he discusses p)\o- 
tographic campaigns conducted for 
Pond’s cold cream, White Ow] 
cigars and the recent Pond’s series 
of advertisements, “She’s Lovely, 
She’s Engaged.” 

A message of encouragement has 
been inserted for amateur photogra- 
phers who desire to break into 
advertising. “We are more than 
eager, we are anxious to discover 
talented beginners,” the author says. 
“Any photographer with a fresh 
viewpoint, a novel technique, or 
even a new twist to the tail of an 
old one, can find both encourage- 
ment and jobs.” 

Summing up, Mr. _ Berdanier 
says it is an art director’s job to 
build up, criticize, tear down and 
build up again until an advertise- 
ment becomes a unified blend of 
photograph, lettering and_ typog- 
raphy. 


Hay Joins ‘Charm’ 

R. Kingsland Hay, formerly vice- 
president and advertising director 
of Promenade Group, New York, 
has joined the advertising staff of 
Charm, New York. 


To Lennen & Mitchell 


John Zwinak, formerly on the art 
staff of Lord & Thomas, New York, 
has joined Lennen & Mitchell, Inc., 
New York, as art director. 


THE MAN BEHIND 
| THE MEN BEHIND 
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produce. Joe was on a merchant- 
man which was torpedoed, spent 
two hours in the water, six days 
in an open boat. Second day in 
the boat, up rose a Nazi sub, tied 


memorative plaque at the recent district 
convention in Dallas. Mr. Harris, adver- 
tising manager of Safeway Stores’ South- 
western division, also was presented with 
a wristwatch in appreciation of his two 


Philadelphia listeners show their “brotherly love” by writing 
in all the way to WWL in praise of our programs. Our mail 


constantly shows our long-range selling-POWER. 


But it is much more important to you that we dominate com- 


pletely the rich trade area around New Orleans—and deliver 


it to you for your sales and profit. 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


up to the boat, gave the sur- 
vivors German cigarets, English —-—— 

matches. An Argentine tanker hauled them into a Brazilian port— 
and Joe says he’d rather face a torpedo than the microphone again. . . 


It’s some campaign which the Milwaukee adclub is running for the 
Red Cross blood donor center. Edward F. Carlsen, Red Star Yeast & 
Products Co., is chairman; Gilbert Fitzgerald, Cream City Outdoor 
Adv. Co., has donated 30 boards for the drive, and George Weber of 
Transportation Adv. has given 1,000 units in street cars and buses. . . 

Edward R. Grace, president of Grace & Bement, Detroit agency, was 
the author of The Saturday Evening Post article on “Your Car After 
the War.” The article, which appeared in the Nov. 14 issue, was 
based on interviews with outstanding engineers and designers. . . 

Dr. Frank Luther Mott, newly-named dean of the U. of Missouri's 
far-famed journalism school, was the featured speaker at the Minne- 
apolis adclub luncheon last week. The dean is a Pulitzer prize winner 
for his “History of American Magazines.” Missouri, incidentally, is 
unique in having the advertising curriculum incorporated in the jour- 
nalism school. . . 


Norman Lewis, pres. of the Ridgway Co., St. Louis, has been elected 


to the board of the city’s Better Business Bureau, representing the 
agency group. . 


years of service. 


Bey | (eee 


R mrcosmz for unfailing pow- 
er to speed war equipment out- ‘ 
puts, the power engineer is a vital 
supporter of the men behind the ; 
guns... . Many advertisers will .7@ 
tell you the best way to direct ‘} 
your sales story to the decision- “A 
making men in the “big gun” 
power engineering field is through 
their pref d technical magazine— ime 
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Railroads Reveal 
Advertising Plan 
Geared to ODT 


Transport Chief Gives 
Green Light to Copy 
Asking Conservation 


Vashington, D. C., Nov. 19.—The 
Association of American Railroads | 
plans to maintain its 1942 advertis- | 
ing expenditures in national media 
throughout the coming year and to 
gear its promotional activities con- 
tinually closer with the information 
program of the Office of Defense 
Transportation, according to H. F. 
McLaury, advertising manager of 
the association. 

Scheduled for the 1943 campaign 
of the association are 13 full-page 
insertions in Business Week, Col- 
lier’s, Life, Nation’s Business, News- 
week, The New Yorker, Railway 
Age, The Saturday Evening Post, 
Time and Traffic World. 

Also planned are six advertise- 
ments in each of 150 national, 
regional, statewide and_ vertical 


NOTHING COULD HAVE 
STOPPED ME FROM / 
VOTING THIS YEAR . 


| 


A a 
ME TOO! THaT FY 

ARTICLE IN 
CLICK CERTAINLY ; 

STARTED ME 

THINKING y) 

Sure They Voted .... 
and So Did Their Wives! 
Why? Because wage earner fami- 
lies know that politics can affect 
their homes and loved ones. That is 
why honest, sincere thought-inspir- 
ing features about the home front 
are of paramount importance in 
CLICK’s steadfastly maintained 
policy. Only a magazine con- 


sciously edited to share ideas with 
them can earn their confidence. 


Readers who have confidence in 
a magazine respond to the adver- 
tising in it. Wage earner families 
— CLICK’s readers — have 77.5% 
of the total U. S. spending power. 
This market, where CLICK concen- 
trates its large and fast growing 
circulation, is essential to every 
manufacturer of consumer goods. 
Remember— 


CLICK FOLLOWS THE PAYROLLS... 
FOLLOW THE PAYROLLS WITH CLICK 


LICK 


REACHING THE 
E EARNER FAMILIES 


RY HAYDEN, General Manager 
H AVENUE « NEW YORK CITY 
31 Plymouth Court, Chicago 


organization farm papers. Arthur 


Kudner, Inc., is the agency. 
Shift Copy Appeal 


Copy for the last two months of | 
1942 will shift from the traditional | 
straight institutional story of the) 
railroads’ campaign to a_ direct} 
appeal to the public, with the 
underlying theme, “Don’t Waste | 
Transportation.” 

With the approval of Joseph 
Eastman, director of ODT, the No- 
vember and December advertise- 
ments will advise the public to plan | 
early, avoid weekend travel and 
cancel reservations promptly. | 

By instilling the idea of conserva- 
tion of transportation, the roads will | 
avoid discouraging ‘“sustaining”’ 
passenger travel during light periods 
and in less-congested areas. Right 
now the nation’s railroads are carry- | 
ing 60% more passenger traffic on a | 
mileage basis than they did in 1941, | 
and 100% more in the Southeast | 
and Southwest. 

In addition to placing an adver- 
tising campaign in national media, | 


the association is  channelizing 
suggestions for conservation of 
travel and freight hauling, which 


will guide member roads in plan- 
ning their own local and regional 
efforts. 


To Be Hammered Home 


The “Don’t Waste Transportation” 
theme, for example, will be repeated 
in blotters, mail inserts, window 
cards, counter cards, bulletin board 
posters and car cards, which will 
distributed through individual 
railroads. These roads will pick up 
this slogan in boxes and type lines 
in their own advertising programs. 

To lend governmental authority 
to the campaigns of the railroads 
and other transportation agencies, 
rertinent statements signed by Mr. 
Eastman will be passed along to 
individual advertising departments. | 

The Association of American | 
Railroads has not, as _ rumored, | 
signed contracts for any radio pro- | 
gram. A number of programs have 
been considered in recent years, but 
none yet offered has provided a 
satisfactory vehicle for the associa- 


a 
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Disc Producers 


Unleash Vigorous 
Holiday Campaign 


(Continued from Page 1) 


but has not been completely suc- 


cessful in reversing the drastic | 

effects of the allocation. 
Uses New Slogan 

Columbia has made an_ initial | 


appropriation of about $200,000 foi 
the holiday drive, which has been 
built around the slogan “This 
Christmas ... It’s Music,” with a) 
total of $75,000 assigned for coop- 


|erative dealer advertising in news- 


papers throughout the country. 
Spreads in color will run in Decem- 
ber issues of Life, Newsweek, The 
New Yorker and Time, while Co- 
lumbia’s “Masterworks of Music” 
program heard over 74 CBS sta- 
tions, “The World Today,” and “Sig- 
mund Spaeth and His Record Li- 
brary” on Station WQXR, will func- 
tion as intensive units of the cam- 
paign. 

Direct mail will be used to dis- 
tribute to dealers nationally 500,000 | 
specially stenciled catalogs featuring 
300 Christmas gift items and a com- 
pletely revised catalog emphasizing | 
7,500 new numbers. Unique win- 
dow units, point-of-sale banners 
and additional dealer display mate- 
rial will stream across the country. 

Columbia particularly  inter- 
ested in the lamination process of 
conserving scarce materials, and did 
considerable research in this field 
last year. Aided by large quantities 
of scrap material, the company now 
believes that it has managed to 
cushion most of the shock due to the | 
allocation order. 


is 


Four-Page Opener 
RCA, concentrating production 
facilities on 101 selected items, will 
unleash its holiday drive with fou 


UNCHANGED 


Cadillac Motor Car Division, which has 
emphasized service in consistent advertis- 
ing since the first of the year, features 
its famous trademark and ‘'precision 
workmanship’ in this new copy, which 
appeared last week in newspapers and 


| page 
| insertions list Christmas gift record 


magazines. 
pages in full color in the Dec. 7 
issue of Life, a full page in The 


American Weekly Dec. 6, and a full 
in Collier’s for Dec. 5. The 


suggestions, playing up higher 
price classical records and albums. 
Cooperative dealer advertising 
will have a stellar role in the cam- 
paign. Gimbel’s department store, 
Altman's and Abraham and Straus 
in New York have already run full 
pages in several New York news- 
papers tying up with the campaign. 
In addition to radio, the usual 
promotional push will be put behind 
such traditional holiday favorites as 
“A Christmas Carol,” “Silent Night, 
Holy Night,” and several children’s 
records. Dealer banners, brochures 
and counter signs will all be used 
Decca, previously a rather reti- 
cent advertiser, has allotted ap- 
proximately $200,000 for the 
extensive campaign in the history 
of the company. Full-page 
advertisements scheduled 


color 


for 


are 


most | 


December issues of Life, The New 
Yorker, Parents’ Magazine, The 
Saturday Evening Post and Time. 
Broadsides have been built around 
the insertions suitable for dealer 
display use. A series of four-color 
store posters has been prepared fea- 
turing children’s records, classical 
artists and album sets tied in with a 
“White Christmas” theme, besides 
Christmas supplements in color 
which will be made available to 
consumers. 

In order to meet the demands for 
recently released popular records by 
Bing Crosby, Fred Astaire, Carmen 
Cavallaro and several other promi- 
nent entertainers, Decca will con- 
centrate a high percentage of its 


| production capacities on these discs 


along with the seasonal 
numbers. 

At present Decca is meeting the 
shellac shortage by employing a 
variation of the product and by 
extensive reclaiming of scrap mate- 
rial. There will be no new releases, 
however, until 1943. 


Changes Format 


Aviation Equipment, New York, 
has changed its size from 9x 12 to 
834 x 115% to conform with sugges- 
tions made by the National Indus- 
trial Advertisers Association. The 
purpose is to simplify bleed page 
and insert production. 


regular 


New A.C.A. Directory 


READY IN DECEMBER 


A quarterly pub 
lication showing 
the work of free 
lance artists, to 
gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW? ou, sno rm 


four valvable copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 640 NORTH MICHIGAN AVE. CHICAGO, ILL 


tion’s advertising problem, which is | 


primarily one of public relations. 


EASTMAN SPURS 
‘DON’T TRAVEL’ DRIVE 
Washington, D. C., Nov. 19.- 
Joseph B. Eastman, director of the 
Office of Defense Transportation, 
today launched a nationwide drive 
to discourage unnecessary travel. 
The “Don’t Travel” drive has 
been developed by Paul 
ODT campaigns director, 
collaboration with the Association 
of American Railroads and_ the 
National Association of Motor 
Operators, and will be featured in 
their advertising and the advertis- 


in close 


ing of individual carriers, as well 
as all other available publicity 
media. Pointing to overcrowding 


of rail and bus lines, the disappear- 
ance of inter-city automobile travel, 
troop movements and the advent of 


nationwide gasoline rationing as 
factors contributing to a= great 
shortage of travel facilities, Mr. | 
Eastman said that unnecessary 


travel can do real and serious harm 
to the war effort. 


Can Help Win War 


“A Christmas without travel, at 
home or away from home, the 
case May be, will help win the war,” 
Mr. Eastman said. “It is a sacrifice 
that should and must be made.” 

Advertisers wishing to obtain the 
ODT'’s copy platform and sugges- 
tions for cooperation with the 
“Don't Travel” drive in their own 
advertising, or in bulletins to their 
own personnel, should address the 
Bureau of Campaigns, Office of War 
Information, Social Security build- 
ing, Washington, D. C. 


as 


To General Foods 


William R. Stuhler, formerly head 
of the radio department for Young 
& Rubicam, New York, has joined 
the advertising staff of General 
Foods Corporation, New York. 


‘Sun’ Appoints Burnett 

The Chicago Sun has appointed 
Leo Burnett Company, Chicago, to 
handle general promotion, effective 
Jan. 1, 1943. 


Bolton, | 


Bus | 


Write for 


Market''—o 


facts and figures about the 
current and future building 


market. 


*Our estimate: $2'/) Billion 
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Socony Names Compton; 
Griffin to Join Agency 

Socony-Vacuum Oil Company has 
appointed Compton Advertising, 
Inc., as its agency. The account, 
heretofore handled by J. Stirling 
Getchell, Inc., will be serviced by 
the two agencies cooperatively 
until the first of the year, when the 
Getchell liquidation will be com- 
pleted. 

It is understood that Frank Grif- 
fin, account executive at Getchell, 
will move to Compton. 


Arvey Appoints Three 

L. L. Grisamore, recently ap- 
pointed general manager of Arvey 
Corporation, Chicago, has an- 
nounced new appointments and 
officers as follows: Paul Godell, 
vice-president, has been named 
national sales manager in charge of 
all sales; William H. Carmichael, 
head of the Philadelphia branch, 
has been placed in charge of sales 
for the eastern division; and Royal 
A. Hoffman has been elected vice- 
president and manager of the east- 
ern division. 


Buffalo’s 
Most | 
Powerful 


Transmitter 
Plant 


GIVES 


WGR 


BUFFALO'S LARGEST 
REGIONAL COVERAGE 
5000 WATTS BY DAY 


1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 


' BASIC 
| MUTUAL 


New $350,000 Transmitter Plant 
BUFFALO 
BROADCASTING CORPORATION 


Patriotic Drives 
Are Meat for 
Windsor Adcdub 


Effective Setup | 
Developed to Aid 
Local Promotions | 


| Windsor, Ont., Nov. 19.—One of 
the best organized jobs of coopera- 
with government and civil 
authorities in the promotion of war- 


| tion 


time activities which any advertis- 
ing club has developed is that which | 
| has been conducted for several | 
| years by the Advertising and Sales 
| Club of Windsor. 

The club organized a public rela- 
tions committee from among. its 
membership to perform these five | 
functions: | 

1. Assist in every way possible 
in Canada’s war effort. 

2. Assist the local committees of | 
national war efforts by undertaking 
the local advertising and publicity 
end of this work. 

3. Assist worthy community 
projects by helping to publicize} 
their needs and achievements. 

4. Provide club members with a 
means of employing their specia! 
talents, training and experience for 
the betterment of the community 
and their country. | 

5. Demonstrate in concrete form | 
how properly-planned advertising 
land selling techniques can aid the 
community and the country during 
the war. 


How Organization Is Set Up 


Thomas E. Walsh, president of 
Walsh Advertising Company, is 
chairman of the club’s public rela- 
tions committee, with John C. Mc- 
|Guire, Chrysler Corporation of | 
| Canada, and Ken G. Anderson of | 
the Walsh agency as vice-chairmen. 
From them the organization fans 
| out into 11 service group chairmen’s 
| organizations, each for news- 
| paper publicity, newspaper adver- 
tising, radio, posters, store displays, 
| parades, theaters, creative (copy | 
}and continuity), speakers, art and | 
| mechanical, and stunts. 
| In addition there are eight con- 
,} tact men who act as liaison officers 
| between the general chairman and 
the nine organizations which the 
committee serves. The local groups 
for which the advertising club now 
| serves as “advertising agency” are 


one 


| the National War Finance Commit- 
tee (local headquarters); Border 
Citizens’ Service Committee; Bor- 
|der Branch Red Cross; Windsor Sal- 
| vage Committee; Windsor Civilian 
| Defense Committee; Miss Canada 
|Club; Jackson Park Concert Guild: 
| Windsor Squadron Air Cadets of 
|Canada; and Boy Scouts Associa- 
tion, Windsor district. 


“Plan Board” Meets 


Whenever a contact man on a 


| particular “account” reports to the 
}general chairman that his “ac- 
|}count” is ready to launch a com- 


munity campaign or drive, the serv- 

|ice group chairmen are called into 
conference, the project is outlined 
ito them, and they act as a plan 
board, deciding on a general plan 
lof action, the creation of a central 
| theme the campaign, and the 
establishment and_ allocation of 
budgets, if any Each service com- 
mittee chairman then calls his own 
; committee into session to develop 
| his part of the drive in detail. 


for 


At another general meeting (the 
date for which always set at 
the first meeting), layouts, copy, 
|sketches and progress reports are 


presented, discussed, approved or 
lrevised, and the campaign is 


| launched. During the campaign, 
| regular meetings are held to check 
| progress and to plans _ if 
necessary. 
| A total of 51 advertising club 
| members makes up the public rela- 
|} tions committee, with the largest 
inumber assigned to the creative 
committee. This unit always endea- 
i vors to carry out the national theme 
{in local promotions whenever the 
| campaign is of a national character, 
| but in many instances the commit- 


revise 


CANADIAN 


OFFICERS, AWARD WINNERS 


Robert E. Jones, General Foods Ltd., Toronto (left), retiring president of the 

Association of Canadian Advertisers, congratulates his successor, P. K. Abraham- 

son, Borden Co., Toronto. The election was held Nov. 12, during the organization's 
28th annual meeting at Toronto. 


at 


ve 


Advertising awards for outstanding contributions during the year were presented 

at the annual dinner. Recipients are (left to right) T. L. Anderson, who accepted 

the 1942 gold medal awarded posthumously to Henry R. Cockfield, Cockfield, 

Brown & Co., who died last January; F. |. Ker, Hamilton Spectator, silver medal 

for outstanding media executives; Jack A. MacLaren, president, MacLaren Adver- 

tising Agency, silver medal for agencies; and Ivor Lewis, T. Eaton Co., silver 
medal for commercial advertising executive. 


tee develops a special local theme 
or an adaptation of the national 
theme which has a_ particularly 


| potent appeal to citizens of Windsor. 


One of the most interesting things 
about the operation of the commit- 
tee is the exceptionally clear man- 
ner in which the club has limited 
its field of activity. As Ken Ander- 
son, vice-chairman of the commit- 
tee, and incidentally, president of 
the International Affiliation of Sales 
and Advertising Clubs, explains it: 

“One point we must make clear. 
The committee undertakes only the 
local advertising and publicity ends 
of the various campaigns with which 
it cooperates. The actual work of 
selling raising funds, 
lecting salvage, etc., is handled by 
the committee set up to do that 
work in our community. 

“By staying with just advertising 
and publicity, we are undertaking 
that work for which our member- 
ship is best equipped by training 
and experience. It is the one end 
of the work on which most local 
campaigns are most anxious to re- 
ceive expert aid.” 


bonds, col- 


Gets Results 


Does the setup work? The Wind- 
sor club cites actual figures in reply 
On the third Victory Loan drive, 
just completed, the objective for the 
district was $12,400,000; the amount 
raised was $16,827,900 and the re- 
sult was better than that achieved 
by any other division of the drive 
in Ontario. Windsor, with a popu- 
lation of 128,000, had quota of 
44,000 subscriptions: actually, 48,787 
were recorded. 

In the city salvage drive, con- 
ducted in June, the objective was 
500 tons and collections totaled 
1,500 tons, all collected in one day 

In the spring of this the 
Red Cross sought $250,000, and 
$276,000 was actually collected 

The advertising club doesn’t take 
credit for the success of the drives 

it merely asserts that its advertis- 
ing and publicity work makes the 
efforts of the individual workers a 
little easier and a little more effec- 
tive than they might otherwise be 


vear, 


General Tire 
Ordered to Reveal 
Quality of Brands 


Washington, D. C., Nov. 18.—The 
Federal Trade Commission today 
ordered the General Tire & Rubber 
Company, Akron, to cease and de- 
sist using the terms “Dual 8” and 
“Dual 10” in its advertising or 
branding of tires without disclos- 
ing the actual number of plies in 
their construction. 

According to the commission’s 
finding, General advertised in news- 
papers, periodicals, radio and busi- 
ness papers that cars equipped with 
the “Dual 8” and “Dual 10” tires 
could be brought to a stop 50% 
faster than other cars. 

These tires, the commission found, 
were respectively of four-ply and 
six-ply construction. 

This fact was not moulded or 
imprinted on the tires or imprinted 
or stamped on the labels prior to 
November, 1941. Between that date 
and the time that the War Produc- 
tion Board stopped production of 


passenger car tires, the require- 
ments were met. 
The FTC ordered the manufac- 


turer to cease representing that the 
cars equipped with Generals would 
stop 50° quicker, and to use the 
“Dual 8” and “Dual 10” terms only 
when the actual number of plies in 
the tires is disclosed. D’Arcy Ad- 
vertising Company is the agency. 


Markham for Sheehan 


Emerson Markham, in charge of 


| Construction 


Papers Elect 
Elbert E. Smith Jr. 


Chicago, Nov. 17. — Elbert &. 
Smith Jr., publisher and business 
manager, Mid-West Contractor, 
elected president of Associated Cy 
struction Publications at the grouy’s 
annual meeting here recently, suc- 
ceeding H. H. Peters of the Te2uas 
Contractor. The association was 
organized in 1938. 

Ray Metzger, Construction News, 
was named vice-president for the 
coming year and Roy L. Kerr, Di.vie 
Contractor, was elected secretary. 
treasurer. 

One of the highlights of the tw - 
day session was the round-table 
discussion on advertising prospects 
for 1943, with G. H. Pfeifer, adver- 
| tising manager of Chain Belt Coim- 
| pany, Milwaukee, in charge. 


Russian War Relief 
Reports Success 


Russian War Relief, Inc., young- 
/est of the major war relief agencies, 
has announced that in its first year 
|of relief operations the total value 
'of its shipments to Russia and of 
goods being purchased has reached 
$4,067,703. 
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PRINTING 


usé ONE 61 ALL 
just as YOU desire 


...but all are here ready to 
serve you. Speed, economy 
and satisfaction always assur¢ 
when you use FAITHORN 3-i! 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink 
presswork ... To us, every | 
of engraving, printing or type 
setting represents 4 message 
for your prospective purchase! 
It's the reason why many of 
customers feel that they 
entrust the entire 
full contidence in our ability 
There is no charge for t! 
extra interest. It is part of 
‘reed. The payment tor it cor 
through the enthusiasm ot 


job to us with 


tomers who know they 
tound a concern that u 
stands the real meanir 
SERVICE. We are here to hel 
you... Let’s get together! 
Exceptionally well fitted to submit ideas 


make layouts, prepare sketches and draw 


ings — through every step of production 
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Write or Phone for 
One of Our Representatives 


farm and science broadcasting for 
General Electric Company, Sche- 
nectady, also has been appointed | 


manager of FM station W85A. He 
succeeds John R. Sheehan, who has 
joined the Office of War Informa- 
tion in New York 
Joins J. M. Mathes 
Albert W. Martinez, formerly 


with Westinghouse lamp division, 
Bloomfield, N. J., has joined the 


publicity staff of J. M. Mathes, Inc., 
New York 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


Predics More 
Grade Labeling, 
Victory Models 


(Continued from Page 1) 


be no mistaking the task he has 
set before us. 

“There are three basic reasons 
for standardizing and simplifying. 
First, these techniques allow our 
civilian population to get the abso- 
lute maximum amount out of a lim- 
ited and allocated supply of ma- 
terials and labor. Second, they 
reduce actual costs. And third, they 
aid in the determination, simplifica- 
tion, and enforcement of wartime 
price and rationing controls.” 


The price administration pre- 


dicted further extension of Victory | 


or utility models, even in such un- 
expected quarters as women’s 
stockings and foods. 


Are Tied to Price 

“For this reason don’t be sur- 
prised to find an increasing amount 
of grade labeling during the months 
to come,” he said. “Remember this, 
a Victory model is built to govern- 
ment specifications. These specifi- 
cations take into account the amount 
of material available; its essential- 
ity and use; and finally, the prob- 
lem of distribution. 

“Victory models—be it a can of 
grapefruit or a pair of men’s work 
overalls—are tied to price.” 

Pointing to the dollars and cents 
ceiling prices on Victory model bi- 
cycles and Victory rubber heels, 
Mr. Henderson said that those ceil- 
ing prices are determined on the 
basis of a fair return to the pro- 
ducer and that they will continue 
to be set in that manner. 


| OPA itself is headed for greater 
|simplification in its price controls, 


Mr. Henderson explained, predict- | 


ing an increasing number of so- 
called “dollars and cents” ceiling 
prices, setting by grade and zone 
top prices at the manufacturing or 
processing level. 

“In many cases ceiling prices at 
| subsequent levels will possibly be 
|based on a fixed margin over net 
cost for the various types and 
|classes of retail stores,” he con- 
tinued. 

Mr. Henderson said that OPA is 
working closely with industry, par- 
ticularly at the retail level, with 
the objective of cutting out frills 
and “paring the fat” from our in- 
dustrial and distributive structure 
for the duration. 

“All of us know that our peace- 
|time merchandising and _ service 
structure was magnificent,” he said. 
“Perhaps ‘lush’ is the proper word. 
But there is no time and no man- 
power for frills today.” 


Lists Four Alternates 


Indicating that industry must ab- 
sorb all of the increased costs 
“humanly possible,’ Mr. Henderson 
indicated four alternative means of 
relieving “squeezes” that hinder 
production of essential civilian 
goods: 

1—Raise ceiling prices, with the 
accompanying spiral of inflation 
throughout our industrial structure. 

2—Turn its back and allow the 
industry to go out of business for 
the duration. 

3—Hold down costs by standard- 
ization and simplification. 

4—Subsidize. 

“Experience has proved over and 
over again that subsidy, carefully 
administered and sparingly used, is 
the cheapest and best way to solve 
the problem of increased costs un- 
der a system of rigid controls. 

“You men from the advertising 


| 


profession who are here today re- 
alize the implications of what I’m 
saying. Rumors of this move have 


| been flying thick and fast through- 


out the food, drug and advertising 


industries for the past few weeks. I | 


want to take this opportunity to say 
that those rumors are true. But at 
the same time I want to take the 
opportunity to quash for once and 
for all a rumor I've been attempting 
to track down ever since I entered 
the defense picture more than two 
years ago. 

“That rumor runs to the effect 
that I am sort of a secret agent 
planted by subversive groups whose 
express purpose is to eliminate ad- 


vertising from our economic struc- | 
state- | 


ture. Despite my repeated 
ments to the contrary, I am pictured 
as the enemy of advertising who is 
hiding behind the war to achieve his 
full purpose. 

“Frankly I am getting a little 
tired of saying that advertising and 
advertising techniques have made 
tremendous industrial production 
possible, and that the American ad- 
vertiser can play a tremendous role 
in the whole war effort. But for 
the confusion of these rumor mon- 
gers I make those statements once 
more. 


Henderson, Nelson “Realists” 


“The fact that 
of which I 


a wartime agency 
am the administrator is 
in favor of standards during war- 
time no more indication that I 
am an enemy of advertising that it 
meant that Donald Nelson hated all 
automobiles when the War Produc- 
tion Board ordered of 
the automobile nearly a 
year ago 

“Both Mr. Nelson and myself are 
realists. When one confronted 
with a number of cold, hard facts 
that can mean the difference 
tween victory or defeat—the only 
course open is one of action—action 


1S 


conversion 
industry 


IS 


be- 


apparent to us all. 


for his country.” 


BUY WAR BONDS 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


THE GLORY OF DEMOCRACY 


Rae sacrifices that are needed in order to win the war are 


The Treasury’s appeals to buy War Bonds, the Government's 
pleas to conserve gas and rubber, the economies required to avoid 
inflation, the necessity of rationing many essential commodities 
—all these have become vital in the minds of our people. 


Necessity has awakened us, not only to the size of the task 
before us, but to the fact that our future as a nation ts at stake; 
and in characteristic fashion we-all are responding. 


Our hearts speak, our purses are open wide; and regardless of 
creed or color or political convictions, our honest differences of 
opinion are being dissipated before the issue that confronts us. 


This is the glory of democracy; that a man may think as he 
will, speak as he will, vote as he will, and worship God in his own 
way: yet in the hour of peril to the State, that which is for the 
greatest good of all is not only his most compelling thought but 
the strongest prompting of his heart. 


In that hour his thought is no longer of himself but of his 
country; and it is as though his soul were crying out those mem- 
orable words of Plato: ““Man was not born for himself alone but 


, President 


for victory—not action to protect 
any single group or segment of our 
|population no matter how impor- 
;}tant or vital it may be in peace- 
| time.” 

Savings Are Cited 


| Later in the evening Mr. Hender- 
| son reported that price controls had 
jalready saved the government 20 
billion dollars and would save 78) 
billions by the end of next year, in| 
a speech at the anti-inflation rally | 
of the city of Boston. He said that 
|}industrial prices would have gone 
up 50%, and that the consumers’ 
| bill would have been eight and one- 
|half billion dollars higher, save for 
| controls. 

Referring to OPA’s reputed “vast 
| army of investigators,” he said that 
|the agency’s 1,300 “investigators” 
each served 100,000 citizens, “the 
equivalent for eight-tenths of a man 


for Portland, Me., with a spare 
arm or leg left over for Bangor.” 


Washington, D. C., Nov. 19 
Many of the competitive service 
“frills” which have featured the 


growth of American retailing since 
the turn of the century will disap- 


pear for the duration, if not for 
good, when Price Administrator 


Henderson announces details of his 
“Retailers’ Economy for Victory” 
plan early next week 


Advertising, is considered a “cost- | 


reducer” rather than a “frill,” and 
will not be slated for attack. 

Out the window, 
go such standard 


however, will 


practices as cus- 


tomer returns, exchanges, sales on 
approval, lay-aways, will-call or- 
ders, and the fabulous holiday dec- 


orations which have lured consum- 
ers to the great department stores 
of State street and Fifth avenue in 
less-serious years 


Prices Unchanged 
| Specifically, Mi Henderson's 
|}program will permit retailers in 
general to abandon many of the 
competitive practices which have 
proved to be “headaches” on an or- 
derly basis, without making any 


corresponding reductions in price 
The program, discussed thoroughly 
with all branches of the retail in- 
dustry since last September, will 
take on the form of an amendment 
to the price regulations which will 
exempt many of these services from 
consideration as an element of cost 


The objective, from the govern- | 


ment standpoint, to free man- 
power for essential war production, 
; to conserve such war necessities as 


Is 


gasoline, rubber and electricity, and | 
| to allow retailers to continue to op- 


erate under price ceilings 
conditions Mr. Henderson 
are “plenty tough.” 

The program, fostered by a num- 
ber of retail trade associations, will 
have the full support of both the re- 
| tail trades and services division of 


under 
admits 


OPA and the business structure and | 


operations unit of the Department! 


of Commerce. The latter depart- 


ment will employ its wartime busi- | 


ness clinics and other media 


| secure participation by retailers. 


to 


Concentration Plan 


Unnecessary, Says 
Walter D. Fuller 


New York, Nov. 19.—The War 
Production Board’s plan for concen- 
trating production of civilian goods | 


| was attacked this week as regimen- | 


tation that can be the of 
death” for America’s economy, by 
Walter D. Fuller, president, Curtis 
Publishing Company, and chairman 
of the National Association of Man- 
ufacturers, in an address before the 
New York Advertising Club. 


“kiss 


Mr. Fuller blamed governmental 
inefficiency, absenteeism, _ strikes, 
labor turnover and restrictive fed- 
eral regulations for manpower 
waste. The estimated increase of 
6,000,000 workers needed by the 


end of 1943, he said, can be nearly 
doubled by rectifying these condi- 
tions, by putting the unemployed to 
work and by adopting a 48-hour 
work week. 
Concentration 
production 


of civilian 
would cause 


goods 
thousands 


of factories and retail stores to 
close, he declared, adding that it is 
possible to put every atom of na- 
tional strength behind the war 
“without encroaching upon democ- 
racy, jeopardizing liberty or slam- 
ming the door of the future in the 
face of the American people.” 

“Freedom of choice’ would be 
killed by the concentration program, 
he asserted. “That is the freedom 
upon which America’s plants and 
machines and expanding payrolls 
and jobs have been built. Freedom 
of choice what makes America 
different.” 


Define York’s New Post 
with ‘Daily News’ 

In last week's issue of ADVERTIS- 
ING AGE William E. York’s title was 
incorrectly described as advertising 
production manager of the New 
York Daily News. Mr. York will 
handle production for the news- 
paper's publicity department. 

William W. Neylan, Daily News 
advertising production manager for 
many years, continues in that post. 
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Buffalo's | 
Most | 
Powerful 


Transmitter 
ae Plant ke 


MAKES 


WKBW 


Buffalo’s only 


50,000 


WATT STATION 


Blanketing 11 Eastern 
Seaboard States 
227,000 Square Miles 
Over 12,000,000 people 


BASIC 
COLUMBIA — 
1520 H.C. 


New $350,000 Transmitter Plant 
BUFFALO 
BROADCASTING CORPORATION 


_ National Representatives: — 
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signment of salesmen to pitch in and 
help move crops. 

Despite widespread publicity given 
to the expansion of dehydrated food 
production and intense consumer 


| requirements 


_— | billion pounds. 


agency | 
Inc., 


Appoints Duane Jones 


Duane Jones Company, 
York, has been appointed 
by Certified Extracts, 
York, to handle J 
Cakex and other products. to the War Production Board’s food | 

| veeeteemnente committee by Secre- | 


‘tary of Agriculture Wickard, its | 


48 ADVERTISING AGE 
. high quality in the production of all | . . 
Food Advertisers dehydrated foods. He recalled that Rationing of 
during the last war many com- 
plaints were made about dehydrated e 
vegetables sent abroad. When the 
Urged fo Launch conflict was over, the industry ‘just Dairy Products 
. . ‘ had to fade out of the picture be- ‘ 
Bi Joint Cam al n cause it had nothing to offer,” he S l k | 
g paign Sc° “vee "Seen as Likely 
Ssathaiak teen Dias ¥ . ge oe ge gag Ea 
ne ehydrate 00 ield, r. 
Amenta compared the 15 plants in Butter and Cheese 
operation and their production of Limits Expected 
6,000,000 pounds of dehydrated ° 
vegetables in 1940, with 120 plants Early in 1943 
currently striving to reach a pro- 
interest in this field, civilians will duction goal of 100,000,000 pounds| Washington, D. C., Nov. 20.— 
not be able to purchase foods in this | for the year ending June, 1943. The | Rationing of dairy products in early 
category, with the exception of |Current year’s production, he said,| 1943 appeared probable this week. 
dried and dehydrated soups, for an- | 'S expected to save more than 137,-| Critical manpower and transpor- 
other year, according to R. Harry 177 tons of packaging metal; 1,239,- | tation hurdles, coupled with rising 
Amenta. Military and lend-lease re- 524 cars of shipping space; and aj military, lend-lease, 
quirements are so great that all large number of man-hours. |'demands, indicate that next year’s 
efforts are being directed to increas- 
ing production to fill these needs, he 
said. 
Mr. Amenta warned against per- 
mitting the dehydration industry to 
become another “war baby,” assert- 
ing that Washington officials feel | J Spa ike Rite 
that after the war dehydraters | s 
should take their rightful place Named Copy Chief 
alongside canners and quick-freez- talph Klein, formerly script 
along q . | Writer for the Guy Hedlund Players | . : 
ers as the leading food preservers in| program, Station WTIC, Hartford, | lems involved, stating that the na- 
the country. Every precaution is 
being taken, he added, to 


insure ' Station WNBC, Hartford. |to match this year’s production of 


| 


NEED HELP ON 
THOSE NEW PROBLEMS? 


In just a few short months the calm 


“A ‘Technique for Producing Ideas” 
routine of your job has undoubtedly is a made-to-order solution for such 


been very much upset. Product limi- problems. It is dynamic and stimu- 


tations made necessary by the war 


lating and does just what it says it 
emergency have developed an en- does. You can read it in half an hour 


tirely new set of problems for every- but you'll remember it for years. 


one in the advertising, merchandis- 
James W. Young, the author, has 


been for thirty years one of the 
brightest stars in the advertising 
firmament. 


ing or other creative departments of 
business. 


His clear thinking, his brilliant ad- 


paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 
nique for developing new ideas, 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
tatives. Those who buy almost in- 
variably order additional copies for 


friends and associates. Be sure to 


get yours before the limited edition 
is exhausted. The price is only $1.00 
postpaid. Five per cent discount for 
five copies or more. 


YOUR 
COPY 


ORDER 


Postpaid $199 


NOW 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET CHICAGO, ILL. 


vertising and merchandising cam- 


“ esentatives 


ae rates for this department are as follows: 


p Wanted,” 


cash with order. 
l) other classifications (single insertion rates): % in., $2.75; 1 to 3 ir 
$4.75 per inch. 


“Positions Wanted,” 
Available,” 30 cents a line, minimun charge $1. 


“Representatives Wanted,” ar 
Tern 


and _ civilian jing, prod., ete. 


milk production may fall short of | Acé’T EXECUTIVE 
é stim: lagey. exp. $ 
by an estimated 20 | BOY WHITER _B. & W. ‘ai 
| drug exp. $7,500 
Warning of the impending crisis | AC Mh tare! 
j j : . and cop) i, 
New | !2 dairy products, believed impos- | COPYWRITER—Industrial exp. $3,600 


advertising of | Sible a few months ago, was given| ASST. 


chairman, this week. He asked an Copywriter with engineering back-_ 
immediate study of all of the prob- | ground 
service manuals, technical advertise- 
: ‘s dal f ld a 7 ments, wanted by Mid-West advertis- 
las appoi ‘opy chief at) tion’s dair armers wou o well) ing agency. 
has been appointed copy chief at alry fé Box 3859, ADVERTISING AGE, 


HELP WANTED 
Agency Radio Director 


Program selection, talent time buy- 

Salary $12,000 plus. 

|} COPYWRITER — Major agey. exp. 
| $10,000 plus 

Food mfx. and 


8,500 
radio 


EXECUTIVE—New 


business 


ADV. DEPT.—Copy layout | 
2,100 
No obligation to register. 
Sinclair-Masterson Personnel 
310 SS. Michigan Ave.—Room 1749 


Chicago—HAR. 60038 


who can write catalogs, 


Write in care of ... 
Cheo. 
ADVERTISING WOMAN, 20-30 


with writing ability, to assist in sales 


|} promotional work for major oil com- | 
pany in New i 
writing experience within automotive 
}or allied 
lent future, 


York City. Some copy- 


Excel- | 


$160 | 


preferred. 
starting salary 


industry 


| sellor 


| paper. 
|brain and 


month. Write Box 3860, ADVERT 
ING AGE, N. Y., for appointment, ¢ 
ing full particulars 
POSITIONS WANTED 
“Draft” Exempt Expert Availab| 
Young woman public relations « 
now employed seeks cha 
Have dealt with personnel proble« 
written and edited house organs, » 
licized industries, personalities, ; 
ciations, ete. 
Box 3858, ADVERTISING AGE, ©} 
ADVERTISING WOMAN 
COLLEGE GRAD 

in early thirties employed daily 
promotional and selling field in ne 
With taxes calling offers 
ingenuity for ever 
work—keen, enthusiastic and ver 
tile. 

tox 3861, ADVERTISING AGE, N 


REPRESENTATIVE AVAILABL! 

SALES AGENT AND MANAGE! 
With years of experience in la 
scale selling desires to market 
tionally a line of products. Fre: 
travel the entire United Stat. 
sell direct or form agencies. Not 
ject to draft. Advise what you |! 
to offer and terms. David Lutz, N 
Hills, Pa. 


| 120 billion pounds. 


| forces, 


| 
| 


Although considering nationwide 
rationing of all dairy products un-| 
necessary, Secretary Wickard is re- 


| ported to have predicted that ration- 


ing of butter and cheese would 
follow close on the heels of sugar, 
coffee, and meat, probably as early 


|as the first quarter of next year. 


The secretary was also reported to 


| have said that the meat ration might 
| fall below 
| pounds per week figure announced 
| last September. 


the two and one half 


Measures to be taken to avert a 
serious threat to the national diet 
will probably include manpower 


| controls to move subsistence farm- 


ers to more efficient dairies, release 
of some farmers from the armed 
strict supervision over the 
slaughter of cows, greater alloca- 


' tions of tires, trucks, farm machin- 


ery, and maintenance parts to dairy 
farms, and reduction of the butter- 
fat in ice cream. 

Major General Hershey, director 


| . . . 
| of Selective Service, this week cre- 


ated two new draft classifications, 


/II-C and III-C, for farm workers, to 
| help alleviate the pressure on dairy 


farmers and others. 
Simplification Ordered 


The WPB on Tuesday issued a 
basic order establishing the pro- 
gram for applying simplification 


and conservation measures to vari- 


| ous types of construction machinery 


and equipment. The director gen- 


eral of operations will release 
schedules specifying types, sizes, 
forms, specifications, and other 


qualifications for construction of 
equipment or parts. Significant was 
the fact that simplification and not 
complete. standardization was 
adopted as a policy. 

The WPB also announced drastic 


| restrictions on the use of metals in 


housewares, in line with recent cur- 
tailment of production of coo) 
utensils. Gone will be such fami 
items as bottle openers, flour sift 
potato mashers, corkscrews, dippe 
sieves, jar openers, bread cutte: 
vegetable graters and such metal 
storage equipment as bread box: 
The can opener was, however, 
spared. 

LIONEL A. WALDEN 

New York, Nov. 18.—Lionel Ar- 
nold Walden, member of Walden 
Sons & Mott, publisher of Printing 
and Paper & Paper Products, died 
of pneumonia at his home in Rock- 
ville Center, Nov. 15. 

Earlier in his business career, M: 
Walden was on the advertising staff 
of his father’s company, the Walden 
Publishing Company, and later was 
shifted to the Chicago sales depart- 
ment. When the Walden Publish- 
ing Company and the Walden Mott 
Company merged under the present 
corporate name, he became Nev 
England sales representative. 


LEE R. BLACKMAN 

Hot Springs, Ark., Nov. 18.—Lee 
Rush Blackman, editor and co-pub- 
lisher of the Daily Dispatch, Moline, 
Ill., died here yesterday. He was 
61. 


JAMES ACTON 

Toronto, Ont., Nov. 16.—-James 
Acton, president and founder of the 
Acton Publishing Company, To- 
ronto, died here Nov. 7. A veteran 
of the publishing business, he 
at one time associated with the 
son Publishing Company and 
been active in the Toronto Boa: 
Trade and the Canadian Manutl:c- 
turers Association. 
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WCOP - REPRESENTED 
HEADLEY-REED 


1 WCOP averages 684 letters each week of fan 


e mail alone... 


and going higher every week. 


BOOMING 


Central Illinois is booming 
industrially and agricultur- 
ally. Reach a big chunk of 
it thru the DECATUR station, 


250 W. 1340, Full Time. 
Sears & Ayer, Reps. 
Local help given. 


MONTREAL 


TORONTO 
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LaRoche Urges 
Fact-Finding on 
Paid U. S. Copy 


New York, Nov. 18.—A _ factual 
study of government costs in the 
omotion of various war cam- 
paigns, with a view to determining 
whether paid advertising can ac- 
complish desired objectives more 
effectively, was urged this week by 
Cc. J. LaRoche, chairman of the 
Advertising Council and chairman 
of Young & Rubicam, in an address 
before the eastern meeting of the 

nerican Association of Advertis- 

e Agencies. 

‘We should get the facts on 
exactly what happened in Canada. 
We should also get the facts from 
cur government here as to the cost 
of doing the job. We are entitled 
to these facts, and I know they will 
idily be given to us. With these 
hand we can then decide whether 
the time has come to present a case 
for paid advertising,” he said. 


Mr. LaRoche pointed out that 
after two attempts to promote the 
le of war bonds without paid 
advertising, Canada_ reversed its} 
policy and in the third drive 


achieved an oversubscription of one 
third during a single month’s cam- 
paign. A government appropriation | 
of $600,000, augmented by contrib- 


| cidentally, 


Private Lines 


Informed sources in the paper 
field say that action to restrict use 
of paper can be expected to crystal- 
lize within 90 days, but that no 
action has yet been set, and that re- 
ports of drastic cuts, said to be as 
high as 50%, are definitely 
gloomy.” The initial cut 
pected to be 10%. 

Only three things are certain, 
they say: (1) There will be a cut; 
(2) the U. S. and Canada will act 
jointly, as they did on the news- 
print freeze, and cuts will be 
equal on both sides of the border; 
(3) any cut made will affect not 
only newsprint, but book paper and 
all other types of paper used for 
printing purposes. The latter course 
is essential, government officials be- 
lieve, to prevent charges of dis- 
crimination against any particular 
type of printed medium. And in- 

don't bother trying to 
your paper inventory in 
It won’t do you any good. 

* * * 

Present WPB plans call for allo- 
cation of wood pulp on a sliding 
scale ranging from 50% to 105% of 
consumption during the April-Sep- 
tember 1942 base period. This will 
require the wisdom of Solomon—to 


“too 


IS @X- 


build up 
advance. 


determine which classes of publica- 
tions and printers and their buyers 
will rate the highest degree of es- 
sentiality. 


** # 
A wartime note of interest to 
Kleenex and other tissue advertis- 


ers was contributed recently by Mrs 
Roosevelt in her syndicated column, 
written from London, in which she 
said, “I greatly benefited from the 
fact that the Navy and Army get 
supplies from America. I had run 
out of paper tissue handkerchiefs 
which, when you have a cold in the 
head, are almost a necessity. I laid 
in a new store at the hospital, 
knowing that nowhere in Great 
Britain could I buy anything of the 
kind. We have a few things in the 
United States which we _ probably 
enjoy thoughtlessly, but a little time 
on this side of the ocean makes you 
not only conscious of them but very 
grateful also.” 


News - Record 
shortly publish the story of the 
Alcan highway, rated one of the 
greatest and toughest construction 
jobs of its kind ever undertaken, 
and certainly one in which the nor- 


Engineering will 


'mal time requirements were greatly 


reduced through constant 
at every stage. 
light on the 
Richardson, 


pressure 

An interesting side- 
story that Harold 
western editor, who 
went over the 1671l-mile route in 
Alaska to get the facts first-hand, 
was on the job when the two con- 
struction forces working from oppo- 
sits ends finally met, and was quoted 
by the Associated Press in a story 
which made front-page headlines in 
the daily newspapers. 


1S 


> 

When the Canadian government 
officially unveiled its nutrition drive 
before the Association of Canadian 
Advertisers ten days ago, observers 
noted that the “official food 
followed closely those used 
U. S., except for milk. U. S. rules 
call for adults to consume a pint 
of milk a day—Canada will let them 
off with half that amount. 


* * 


rules” 
in the 


A national advertising 
on behalf of the aviation 
turing industry, with a _ postwar 
slant, is in the cards. A large por- 
tion of the membership of the Aero- 


program 
manufac- 


nautical Chamber of Commerce 
withdrew recently in a_ shakeup, 
which included the resignation of 


the group’s president, Col. John H. 
Jouett, now with Higgins Industries 
in New Orleans. An unexpended 
$198,000 on the chamber’s books, dis- 


Takes New Post 


covered after the withdrawals, 
expected to prevent complete col- 
lapse. Reorganization meetings will 
be held beginning Dec. 3, and a new 
public relations and advertising 
program will be considered. 


1S 


Raymond Rubicam, who origin- 
ally took an assignment as special 
assistant to Paul V. McNutt, chair- 
man of the War Manpower Com- 
mission, for three months, to 
organize the WMC information divi- 
sion, will soon complete six months 
of service, the maximum period he 
planned to spare from his position 
as chairman of the board of Young 
& Rubicam. He may return to ac- 
tive direction of the agency for sev- 
eral months, continuing to serve 
McNutt in an advisory capacity. 


I. S. Randall has been granted a 
leave of absence as assistant to the 
chairman of the board of Transcon- 
tinental & Western Ajir, Inc., to 
assume the general managership of 
the Aircraft War Production Coun- 
cil for East Coast airframe manu- 
facturers. 


Dunklin to New Post 

Wesley Dunklin, formerly with 
Sun Maid Raisin Growers, has been 
appointed general sales manager of 
West Coast Growers & Packers, 
Fresno, Cal. 


of re- | 


uted space about $400,000, 
sulted in bond sales of $800,000,000. | - 
Projected on a per capita basis, such a 
an accomplishment would mean WILL $. Inc. 
sales of ten billion dollars a month 
in this country. 

During the course of the one-day WHOLES ITAL ond 
meeting, Four A’s members heard a ee leet = 
addresses by business leaders and LAO CR RS 
government officials, including Ken a 
R. Dyke, chief of the OWI Bureau aon itt 
of Campaigns; Col. Willard T. 
Chevalier, Business Week; Frank E. wr. Kenneth C. Crain 
Tripp, Gannett Newspapers; Paul 330 a 1 a 
Hollister, Columbia Broadcasting New York, N.y, 
System; C. B. Larrabee, Printers’ Pear Mr. Cyein: 
Ink Publishing Company, Walter I have been impressed and appreciative of the work that 
Von Tresckow, economist; and Wil- HOSTITAL MANAGINENT has been doing in Washington to pro- 
liam Reydel, Newell-Emmett Com- seen sie, Sesereee of ine, bevuver caste: Pirertae yes 
- | a Sach Gener eaches tacks Ae soso Uigeeal en womgrene 

The dilemma in which food cag + Pe : _— : wea Sar ing 
retailers find themselves was em- | ot akan tb ek ealtenins poe ie helen tee Geekte 

not ‘ . i ’ 43 | field posted on what was going on and have gone much further 
phasized by Patsy D'Agostino, than your editoriel responsibilities warranted in presenting 
president, New York State Food the interests of the field to the proper W shington authorities. 
Merchants Association, who charged The manufacturing and distributing interests operrting in 
that certain wholesalers have fla- oe Roe eng ag RnB tae Taaka, tak Ts Gee bo eeanbored 
grantly violated “the spirit’? of the thet these commercie] interests go to Washington with one strike 
price control law and the average oS Ute ind tate bataahealy nan of Gak 13 Gel a 
retailer now faces the prospect 6 Wy a 
either of becoming a violator him- senting the whole hospital field, you have no self-interest. 
self or going out of business. As one of the weny commercial organizetions preting in the 

The appeal of Paul S. Willis, hospital field, I want to exprecs our appr ion and gratitude. 
GMA president, for immediate Yo very tr " 
appointment of a national food | 
airector, was supported vigorously | 
throughout the convention by | Will Ross 
wholesaler and retailer spokesmen. c=) 

| 
WPB D trates 
emonstrates ceeunseateesee & & BrCeGEtEOseED & & sUsaeCEON 


Application of | 
3 ‘Standardization’ 


: New York, Nov. 19.—The mean- | 
' ing of standardization —that dia- 

bolical term that has caused mer- 
: chandising men so many misgivings 


““YOU HAVE BEEN ALERT AND ACTIVE IN AN EDITORIAL SENSE . .. IN PRESENTING 


i became crystal-clear for some of 
f the advertising executives who at- | 


tended today’s session of the Gro-| THE INTERESTS OF THE FIELD TO THE PROPER WASHINGTON AUTHORITIES .. . 

ce! Manufacturers Association. | 

. The clarification came in a speech 
by Henry A. Dinegar, of the WPB| 
Office of Civilian Supply. 


The words that poured forth from | 


YOUR WORK HAS BEEN EFFECTIVE BECAUSE YOU HAVE NO SELF-INTEREST . . .”’ 


€ speaker's microphone and re- 
echoed through the Waldorf’s Jade 
Room seemed vaguely familiar— 
ar as time went on, more and| 
more familiar. Indeed, many a fur- | 


live whisper began to whisk through 
room, asking, “Where have I 
1 this before?” 


The answer was simple: At last 


weex’s meeting of the Association 
ne. of National Advertisers. On that 
®ecosion Arthur R. Burns, chief eco- 
hor adviser of the Office of | 
Civilian Supply, addressed the gath- 
eri yn the subject, “Concentra- 
ton of Production.” Today, just to 
vary the routine, Mr. Dinegar spoke 
®n, “Concentration of Production.” 
_ T speeches were  identical— 
down to the final comma, and not 
ver ooking a word underlined for HOSPITAL MANAGEMENT 
*mpliasis here and there. For full 
yg s see Page 1, ADVERTISING AGE, 


16. 100 East Ohio Street, Chicago . . . 330 West 42nd Street, New York . . . ABC .. . 
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1943 Zinc Used 
in Engravings Cut 
fo Half of 1941 


Washington, D. C., Nov. 18.— 
Newspapers and other publications 
and printers using zinc plates for 
printing this week began a three- 
months “breathing spell” in which 
they may employ 75% of their cor- 
responding 1941 consumption of the 
vital metal. 

But under the terms of an order 
announced by the War Production 
Board, their allotment of zinc for 


engravings will be reduced to 50% 


rely more and more on matted) 


when the three months period ends | illustration services and to exchange | 


-on Feb. 15. 


|“art” with non-competing stores in| 


Ernest J. Kanzler, WPB director-| other markets. 


general of operations, in announcing 


the zinc order, 


general conservation 


Engravers are expected to stimu- 


an amendment to | late further the use of plastic plates 
order M-99,} 


| said that the “breathing spell” 


/}on shorter press runs. Other steps 


was | deemed necessary are the use of 


made to permit newspapers and} jighter gauges of zinc sheet in line 


other users of zinc plates to adjust) etchings and some _ halftones, 


their usage. 
Necessitated by War Demands 


The 
military dem 


order, 
ands for 


made necessary by 
a metal now} 


and 
' the employment of ingenious use of 
| white space and type devices to 
|secure maximum display effect on 
| smaller engravings in advertising. 
Another conservation move ex- 


rated one of the most critical in| pected will be more widespread use 
the war program, will both create | of press service photo mats in 


hardship in publishing fields 


| stimulate considerable ingenuity 


conservation. 


and | editorial 
in | newspapers 
| relegated the mail services to small-| Arthur 


columns by the 


Retail advertisers are expected to | town papers. 


larger |a 
which have hitherto] printing and publishing branch, W. 


The order will permit users of 
zinc engravings to “put in process” 
374%2% of the amount used in the 
last quarter of 1941 in the last six 
weeks of 1942, and 3742% 
amount used in the first quarter of 


1943. 


PHOTO-ENGRAVERS 
PROTEST WPB EDICT 


New York, Nov. 20.— Photo-en- 
gravers here vigorously protested 
today the WPB’s latest zinc order, 
charging that “facts as we have 
'them do not indicate that the limi- 
tations imposed are necessary.” In 
letter to E. W. Palmer, WPB 


Cole, managing director, 
| Photo-Engravers Board of Trade, as- 


THE OREGONIAN 
IS FIRST..... 


in the vital classifications 
that make for Newspaper 


Leadership! 


* 


Population and buying increases are so rapid 
that a request will bring up-to-the-minute 
data on The Oregonian Market. 


| 


| 
1* 
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In DAILY CIRCULATION! 

152,181 (a lead of 3,843) gives the ad- 
vertiser BALANCED CIRCULATION. 
41% in the City of Portland 59% in 
the rich productive rural area! 


In SUNDAY CIRCULATION! 

188,514 (a lead of 59,271) The Sunday 
Oregonian is a in the lives of 
Oregonians! 


“must” 


In TOTAL ADVERTISING! 

The Total advertising lead is 1,479,206 
lines. The leads ALL 
Pacific Coast Newspapers in total adver- 
tising gains the first ten months of 1942. 


Oregonian 


In TOTAL DISPLAY ADVERTISING! 


During the first ten months of 1942 
the Oregonian lead is 168,793 lines. 


During the first ten months of 1942 The 
Oregonian leads in Classified Adver- 
tising by 1,313,090 lines. Proof again 
that reader interest in a newspaper 
brings classified leadership. 


| st In CLASSIFIED ADVERTISING! 


GAINS: In the last four months The 
Oregonian has lead in daily general 
advertising. The Oregonian lead in 
July by 10,935 lines. In August by 7,793 
lines. In September by 14,699 lines. In 
October by 13,487 lines! 


|* In DAILY GENERAL ADVERTISING 


SS) ae ee 


aide ause pete ee 


 PORTLAN tae 


|}investigator of 
of the! 


serted the WPB action runs directly 
contrary to all assurances give; 
graphic arts industries. He said a; 
WPB’s Office ot 
Civilian Supply has just completed 


/a survey here. 
1942 during the first six weeks of | 


Reporting “positively that, wit 
rare exceptions, commercial graph 
arts groups need no restrictions 
Mr. Cole insisted that photo-engra) 
ers actually consume minu' 
amounts of copper and zinc sinc 
only a tiny portion, averaging be- 
tween 2 and 3%, is lost in etchi: 
halftone plates. Fifty members 
the New York group out of 80) 
photo - engravers throughout 1), 
country have turned in 322 tons 
scrap, mostly zinc and copper, } 
Cole asserted, and the entire ind 
try, running full blast, uses o; 
1500 tons annually. “We hav. 
already returned enough metal 
keep us going for several years,” h¢ 
said. 

Mr. Cole also backed up ink mak- 
ers’ criticism of Lucky Strike’s 
“Green has gone to war” campaig) 
terming this a “damnable hoax 
the name of patriotism.” He »- 
sisted that WPB reconsider ts 
stand. 


Magazines ¢ Get ‘C’ 
Gas Cards for 
Delivery-NPA 


New York, Nov. 17.— After tw: 
weeks of negotiations with the Of- 
fice of Price Administration, the Na- 
tional Publishers Association was 
able to announce to its members 
yesterday that “C” gasoline ration 
cards would be permitted for maga- 
zines just as they are for news- 
papers. 
| This applies, of course, to news- 
|stand delivery. In a telegram to 
| NPA, Price Administrator Leon 
|Henderson said: “Gasoline ration- 
ing regulations to be made effective 
throughout the country Dec. 1 will 
| provide for allowance of mileage in 
excess of 470 miles per month for 
| delivery of magazines in passenger 
vehicles, other than delivery to the 
reader, if such mileage is required.” 

Individual vehicle operators may 
apply on Form OPA R-535 for addi- 
tional rations; operators of fleets of 
passenger vehicles may apply on 
Form OPA-R551. 

“It is advisable,” the association 
told its members, “that you pass 
along this information to all of your 
distributors, so that the delivery of 
your magazines can be protected.” 

The NPA called attention to the 
fact that although executives, tech- 
nicians and office workers would be 
permitted extra cards for necessary 


| 


travel, “this does not include travel 
for sales, promotional and certain 
other purposes.” The NPA has not 
been able to change this provision, 


it reported. 


Wickwire Names Agency 

Wickwire Spencer Steel Company, 
maker of wire, wire rope, springs, 
steel specialties and hardware lines, 
has appointed Fuller & Smith & 
Ross, New York, to handle its ex- 
port advertising. 
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SLOGAN, TRADE NAMES EMPHASIZED 


Who's Going to 
Enslave “Who”? 
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A new slogan, “Rely on Reliance,” and a similar reverse plate of individual trade 
names are being used by Reliance Mfg. Co. to link a big list of products— 
from parachutes to slacks—in the consumer's mind. (Story on Page 43.) 


‘THE GREATNESS OF AMERICA’ 
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~ IME GATURDAY CVENING PosT 


Striking a contrast to the nation’s mounting war tempo is this reflective spread 

from the Nov. 21 Saturday Evening Post observing the first Thanksgiving of 

World War Il. A simulated parchment and old-style lettering present the theme 

that America always will "work and save and fight as one" for freedom. Mac- 
Farland, Aveyard & Co. prepared the copy. 


DAIRY COPY BREAKS IN MAGAZINES 


5.000.000 Dairy Farmers’ Bring an Important Message , , a to Meal Plaoners 


3 reasons why Butter 


should be on 
your shopping list! 
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ASSOCIATION 


It's Better with Butter 


This copy appears in the current Life and in November issues of Ladies’ Home 
Journal and Woman's Home Companion, and is part of the American Dairy 
Asso ation's promotion of all dairy foods. The tag-line, “It's better with 
butter.” keynotes the campaign, which has as one of its themes the improvement 
of economy dishes with butter or cheese. (Story on Page 18.) 


REVIEW 


POSTER SPURS 'V-MAIL' 
Reach Your Boy 


OVE RSEAS 


The OWI! is circulating this poster 
throughout the country to help the Army 
in its drive to spur 'V-Mail’ for soldiers 
overseas. Widespread use of the micro- 
filmed letters in wartime may lead to 
their employment after the war. 


BOND MESSAGES 


Employes of Dixie-Vortex Co. helped de- 

cide on the designs shown on these 

paper cups. They were adopted to push 
the sale of war bonds and stamps. 


FOR GREECE 


30 HTH AVENUE NEW ¥C 


John Kanelous, New York artist born in 

Greece, contributed the painting for this 

poster, being distributed throughout the 

U. S. by the Greek War Relief Associa- 

tion. The group seeks $1,000,000 a month 
to feed the Axis-oppressed nation. 


OF THE WEEK 


TECHNICAL BOOKS DOMINATE WINDOW 


ECHNICAL fw . : 


VAL. WORE Wen TE WER 


With technical books among the nation’s "best sellers" these days, Chicago's 
leading book store, Kroch's, devotes an entire window to these volumes, thus 
helping to increase store traffic in all departments. (Story on Page |.) 


CAMBRIDGE COMPANY ADOPTS OUTDOOR 


“OSPITAL BRAND 


res; ‘B DROPS dle 
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USE AFTER SMOKING 


Using 24-sheet posters for the first time, H. B. Sales Co., Cambridge, Mass., is 

employing this appeal in 25 cities for its H-B cough drops. The poster was 

produced by Erie Lithograph & Printing Co. Horton-Noyes Co., Providence, is 
the agency. 


RCA BIDS FOR CHRISTMAS MARKET 
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This is the center spread of a four-page full color advertisement which RCA 
Mfg. Co. will use to open its Christmas campaign in the Dec. 7 issue of Life 
magazine. (Story on Page |.) 


MONTHS—NOT MILEAGE—AS WARTIME OIL CHANGE GUIDE 


Go BY YOUR CALENDAR... AS WELL AS 


YOUR MILEAGE 


With this poster Atlantic Refining Co. has launched a new campaign in its territory to develop a new driving habit for 
motorists who must limit both speed and mileage of their cars these days. Atlantic believes the old gauge—change oil 
Benjamin Eshleman Co., Philadelphia, is the agency. 


every 1,000 miles—is no longer reliable. 
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N ow, for the first time, space buyers, sales managers— 
everyone concerned with the Los Angeles market — can 
measure this great metropolis with an up-to-the-minute 
yardstick! 

The “Census of Circulations,” made under the direction 
and control of an impartial committee of specialists and 
sponsored by The Times, presents an authoritative study 
of the Los Angeles market today! It reveals the amazing 
changes in population, income and occupations that have 
taken place since 1940... makes it possible to intelligently 
appraise one of Americas greatest war markets. 

A digest of the “Census of Circulations” is now avail- 
able for advertisers and their agencies. Write direct to The 
Times Research Department, Los Angeles, Calif., or call the 
nearest Times representative. 


LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER 
NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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“.,, timely, unusually thor- 
ough, The Census of Circu- 
lations is the most valuable 
study of a war market and 
its newspapers that has yet 
been published. It should 
be on the desk of every ad- 
vertiser interested in Los 
Angeles.” 
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